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ABSTRACT
The important role of local food in tourist destinations has begun to form an academic 
debate in the last decade. However, extant studies, examining key factors influencing
local food consumption, are still at an early stage. Given the scarcity o f research on 
tourist consumption o f local food, the main purpose of the current research was to gain 
a deeper insight into tourist experiences of local foodlSdloTdëhtiîy  the key factors 
influencing consumption o f local foods. Also, this study attempted to link both tourism 
and food research relating to the research objectives.
The study used both a qualitative approach and a quantitative survey. The results of 
the interviews provided an in-depth understanding of important factors influencing 
local food consumption. This interview identified three key factors, which were 
motivations, food-related_personalitv traits, and^demographi^^ Quantitative 
methods involved the development and validation of an instrument to measure 
dimensions identified in the qualitative phase and to establish factors influencing local 
food consumption in destinations. A total of 751 usable responses were obtained in 
South Korea (n=269), Spain (n=246), and the U.K. (n=236) for the main survey.
The main survey resulted in several significant findings. Firstly, the final scale 
consisted of five factors with 24 indicators, and the reliability and validity of the scale 
were identified (‘cultural experience’; interpersonal relationship; excitement; sensory 
appeal; and health concern). Secondly, food-related personality traits were found to be 
one of the key factors affecting local food consumption (food neophobia and food 
involvement). Thirdly, demographic factors were identified as influences (gender, age, 
and income). Lastly, the relationship among motivations, food-related personality 
traits, and demographic variables was identified.
Ill
The major contribution of this research is that it not only suggests key factors 
influencing local food consumption at a tourist destination, derived from existing 
research on tourism and food research, but also provides a validated measure of tourist 
motivations to eat local foods, which could be further examined in future research into 
such combined research fields.
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C h ap ter I, Introduction
CHAPTER ONE
I. INTRODUCTION
1.1. BACKGROUND OF THE RESEARCH
The concept o f ‘food and beverages’ in tourism has been increasingly 
important in promoting tourist destinations (Fields, 2002; Jones and Jenkins, 2002; 
Kivela and Crotts, 2006). Food and beverages thus have developed from being a 
crucial necessity for tourist experiences to being recognised as an important part o f 
local culture that tourists consume (Kim, Eves, and Scarles, 2009; Kivela and Crotts, 
2006). According to Hjalager and Richards (2002), tasting local food is an essential 
part o f the tourism experience since it can serve as both a cultural activity and 
entertainment. Local food and beverages in travel can also play an important role in 
introducing a tourist to new flavours and different traditions at destinations (Fields,
Y.G. KIM
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2002; Kim et al., 2009; Kivela and Crotts, 2006; Sparks, 2007). Thus, it is apparent 
ThatJhe_xole--o£-Jo^d in tourism has considerable potential to enhance tourist 
experiences and to contribute to the competitive marketing of tourist destinations.
More specifically, the importance o f f^ ^^  ^ out on trips and holidays
is supported by Teller and Wall (2000). They suggested that spending on eating out 
during'a" Holiday constitutes approximately one-thifd^ b^ expenditures.
According to the Minister of Industry o f Canada (2003), between 1987 and 2003 
tourism spending on food and dining put in Canada by both domesfic and in^m ationai 
tourists averaged 162% ,ottp tal expenditure, amounting to 45,966 million Canadian 
dollars, ranked second after tourist expenditure bnlransportation. Statistics from the 
Munich Tourist Office (2007) also showed that in 2007 around 6.2 million visitors 
consumed 69,406 hectolitre o f beer, 142,600 pairs o f local pork sausages, and 521,872 
units o f local chicken in beer tents set up for the 16-day Munich Oktoberfest, Germany. 
Approximately 955 million Euros were spent (Munich Tourist Office, 2007). These 
examples provide that consumption o f food and beverages^at.aT destination can
be a key contribution to the economy in tourist destinations (Kivela and Crotts, 2006; 
Teller and Wall, 2000) . -— -  — — — "
In the field o f tourism research, a review of existing literature has found little 
research specifically related to comsumption of local food and beverages. The link 
between tourism and local food has begun to form an academic debate over the last 
decade. Reynolds (1993) explored the importance of preserving local food and 
beverages as an essential part o f sustainable tourism, while Teller and Wall (1996) 
suggested that the relationships between food production and tourism can range from 
conflict over competition for land, labour and capital to symbiosis where both sectors 
mutually benefit each other. Furthermore, previous studies have examined various 
issues such as local food as tourist attractions in terms of economic benefits and local 
development (Bessiere, 1998; Tellstrom et al., 2005); an examination o f success 
factors for culinary tourism in the marketing o f tourism destinations (Getz, 2000; 
Hashimoto and Teller, 2003); attraction and impediments to local food experiences
Y.G. KIM
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(Cohen and Avieli, 2004); conceptualising the relationship between food consumption 
and the tourist experience (Quan and Wang, 2004); and effects o f gastronomy on the 
tourist experience at a destination (Kivela and Crotts, 2006). However, existing studies 
on consumption o f local food and beverages at a destination are at an early stage and 
as such, are still establishing their basic tenets. Additionally, identification o f features 
prompting people to experience local food on trips and holidays has recovered less 
attention, and the integration of the two bodies of travel motivations and food choice 
research is almost never seen.
A few studies have examined the food experiences o f tourists and the 
important role o f food at tourist destinations. Hall and Mitchell (2000) pointed out 
some issues o f the food-tourism relationship and the manner in which food is a useful 
medium with which to understand the relationship between tourism and issues o f 
globalisation, localisation, and culture. Their study showed that the force o f 
globalisation has brought about significant changes in the pattern o f food production 
and the food experience in tourism. However, this study only outlined theoretical 
arguments for the food-tourism relationship and conceptual approaches to the pattern 
of food and food experience.
Quan and Wang (2004) suggested that the tourist experience consists o f two 
key components, i.e., the peak touristic experience and the supporting consumer 
experience. More specifically, on holiday, food may be consumed as a peak 
experience (main attraction); and secondary or supporting) experience. The peak 
touristic experience refers to the experience of the attractions that comprise the key 
motivations for tourism. The supporting consumer experience refers to the experiences 
of gratifying basic consumer needs through travel activities, including eating, sleeping, 
and transport, which do not form the important motivations for tourism. Quan and 
Wang (2004) further indicated that in terms o f foods as peak touristic experiences, it is 
necessary to recognise that gastronomic tourism can be one of the alternative 
opportunities for food producers, and gastronomic tourism can enhance the local 
identity of a destination. Furthermore, in terms o f food as the supporting consumer
Y.G. KIM
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experience, it is necessary to segment markets o f tourists for different food preferences. 
However, this suggested model seems to be conceptually limited by synthesising prior 
literature in relation to food in tourism and tourism for to gastronomy. Furthermore, 
this study did not give any empirical evidence to support the model. In relation to the 
current study, anticipated sample is a general tourist in a tourist destination, where 
food can be seen as a supporting experience, as suggested in the work o f Quan and 
Wang (2004). Thus, this study expects to provide the local food experience o f a 
general tourist and is interested in understanding what tourist motivations influence 
the consumption o f local food at a tourist destination.
In addition, there are studies that attempt to examine food experiences in a 
tourist destination. Kivela and Crotts (2006) reviewed prior studies involving 
gastronomy and determined how gastronomy influences a tourist’s food experience at 
a destination. In order to achieve its objectives, the data used for this analysis were 
from a survey of visitors to Hong Kong, which sought to identify the dining-out 
perceptions o f tourists. It provided evidence suggesting that motivation to travel for 
gastronomic reasons is a valid construct and that gastronomy plays an important role 
in the way tourists experience a destination. However, this can be seen as an 
exploratory study in relation to gastronomic tourism, and did not consider the local 
food experiences of general tourists at a destination. Ryu and Jang (2006) also 
examined tourist experiences of local food at a destination. They developed a survey 
instrument to measure tourist perceptions o f local cuisine experiences on trips and 
holidays using the well-known model o f the Theory of Reasoned Action (TRA) 
proposed by Ajzen and Fishbein (1980). Similarly, Sparks (2007) adopted the Theory 
of Planned Behaviour (TPB) (Ajzen, 1991) and an extension of the TRA in order to 
explore tourists’ intentions to have a wine-based holiday. However, the application of 
quantitative approaches (Ryu and Jang, 2006; Sparks, 2007), by posing closed-ended 
questions, may deprive respondents o f the opportunity to express their motivations. 
Moreover, their studies were focused only on identifying tourist behavioural intentions 
and have not demonstrated the fundamental factors influencing local food 
consumption at a tourist destination. In addition, the sample group was only limited to
Y.G. KIM
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tourists, who consider that food is a peak experience, as suggested by Quan and Wang 
(2004).
1.2. OVERALL OBJECTIVES OF THE RESEARCH
As mentioned above, given the scarcity o f research on tourist consumption of 
local food and beverages at a tourist destination, the main purpose o f the current 
research is to gain a deeper insight into tourist motivations to experience local food 
and beverages and generalise outcomes from the key factors to consume local food 
and beverages in tourist destinations.
Accordingly, the current research attempts to add to the literature by 
addressing the following major research objectives:
i. To critically evaluate overall tourist experiences of local food at a tourist 
destination;
ii. To identify tourist motivations connected with consumption o f local food;
iii. To determine the factors influencing the consumption of local food at a tourist 
destination;
iv. To critically examine the relationship among the factors identified in the 
current research; and
V. Finally to build a model in relation to consumption o f local food at a tourist 
destination.
The research aims are tested by means of two studies.
The first study, conducted by face to face interviews, determines factors 
influencing consumption of local food and beverages in tourist destinations using a 
grounded theory approach. This approach is adopted as an accepted method o f textual
Y.G. KIM
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investigation, with the goal of revealing key factors and constructing a conceptual 
model of factor affecting local food consumption. This study can be thus seen as 
exploratory, forming the groundwork for building a model o f local food consumption 
in tourist destinations. The specific objectives o f the first study are as follows:
To understand the important factors influencing the choice o f local food;
To reflect on the conceptual factors derived from existing research and their 
relationship with others newly identified in this survey;
To establish the key themes related to the consumption o f local food at 
tourist destinations;
To provide information for the development o f the questionnaire for the 
main survey, and;
To propose a conceptual model o f factors affecting the consumption o f local 
food.
The second study is a quantitative field survey, designed based on the results o f 
the first study and the literature review. It is tested using several criteria for assessing 
the psychometric soundness of motivational measures, including assessment o f content 
validity, criterion related validity, construct validity and internal consistency 
(reliability). Thus, the specific objectives o f the second study are:
• To validate motivational dimensions found in the qualitative phase;
• To develop a valid and reliable instrument to measure motivation to 
consume local food and beverages at a tourist destination;
• To empirically investigate factors influencing consumption o f local food and 
beverages in destinations: and
• To examine the relationship among the key factors found in this study.
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1.3. STRUCTURE OF THE THESIS
The thesis contains eight chapters as represented diagrammatically below. 
Figure 1.1 S tructure o f the thesis
CHAPTER 1
Introduction
CHAPTER 2
Literature review: Tourist motivations and food choice
CHAPTER 3
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CHAPTER 4
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CHAPTER 5
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Chapter I. Introduction
C hapter 1 introduces the research background, the overall objectives and 
structure o f this thesis.
C hapter 2 reviews and explains appropriate existing literature in relation to 
travel motivations and food choice in order to generally understand local food 
consumption in tourist destinations relating to the research objectives.
C hapter 3 deals with nominated factors; motivations (‘exciting and thrilling’; 
‘escape from routine’; ‘sensory appeal’; ‘health concern’; ‘cultural experience’; 
‘togetherness’; and ‘prestige’); and food-related personality traits (‘food neohpobia’ 
and ‘food involvement’), based on the literature review in terms of tourism research 
and food research in order to theoretically indentify and support these factors.
C hapter 4 discusses overall methodological approaches, research objectives, 
and research philosophy. Also, this chapter shows that the present study adopts a 
mixed method approach using qualitative and quantitative approaches.
C hapter 5 deals with the research design for the qualitative phase. This 
chapter presents the findings of face to face interviews. It identifies the factors 
influencing local food consumption based on the empirical context of local food 
experiences in tourist destinations, and suggests a conceptual model of local food 
consumption.
C hapter 6 discusses the research design for the quantitative study. This 
chapter generates items, based on the finding o f interviews and literature review and 
reports the reulst o f the pilot study, which was to test the questionnaire and identify 
dimensions o f influencing factors on local food consumption in a tourist destination.
C hapter 7 presents and discusses the main research findings.
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Finally, Chapter 8 summarises and discusses the main research findings. 
Conclusions are made, and recommendations for theoretical and managerial 
implication are suggested. The limitations are considered.
1.4. DEFINITION OF LOCAL FOOD
Before carrying out the research, it is necessary to clearly define local food in 
the context o f the current research. Enteleca Research and Consultancy (2000) defined 
local food as food that is produced in the local area. They also suggested that local 
specialty food has a local identity, including locally produced and regionally branded 
products, such as cheeses, meat, and pies. In other words, the definition o f local food 
is not only locally grown produce, but it should also include food that uses raw 
materials from outside the area to produce food locally and thereby give it a local or 
regional identity (Nummedal and Hall, 2006). According to Guerrero et ai. (2009), 
local food products are a part o f a culture that implies the cooperation o f the 
individuals operating in the territory. This definition can be linked to an important part 
of local culture that tourists consume at a tourist destination. This approach towards 
defining local food is employed in the current research. Additionally, local food used 
in the current study is food that is consumed as meals at a tourist destination rather 
than local processed foods bought in markets.
Y.G. KIM
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CHAPTER TWO
II. TOURIST MOTIVATION AND FOOD CHOICE
2.1. INTRODUCTION
There are only limited studies examining factors affecting local food 
consumption in tourism. Also, prior research seems to be theoretically limited within 
the context o f existing literature, and does not provide any empirical evidence. Thus, 
understanding general theories of travel motivations and food choice is essential for 
the current research, because those theories are anticipated to provide a conceptual 
outline for the current research, which aims to investigate factors influencing local 
food consumption a tourist destination.
Y.G. KIM
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The main objective of this chapter is: to understand broadly travel motivations 
and food choice; and to provide a general understanding o f consumption o f local food 
at a tourist destination, helpful for the purpose o f this research. This chapter is 
composed o f two sections. The first section discusses the concept of tourist motivation 
and its related theories. The second section explores food choice models and food 
preference theories depicting important factors influencing consumer food choices, 
which have been suggested over the years.
2.2. TOURIST MOTIVATIONS
Cooper et al. (2005) defined tourist motivation as enabling people to act in a 
certain way or stimulating their interest in travel. Pearce, Morrison, and Rutledge 
(1998) also regarded tourist motivation as the global integrating network of biological 
and cultural forces which gives value and direction to travel choices, behaviour and 
experience. Most studies exploring tourist motivation assume that tourists tend to 
choose the destination or type of holiday that can satisfy their desires or needs (e.g., 
Crompton, 1979; Dann, 1977, 1981; Iso-Ahola and Allen, 1982: Kim and Lee, 2002; 
Pearce 1988; Yoon and Uysal, 2005). Therefore, Ross and Iso-Ahola (1991) 
emphasised that tourist motivation is fundamental to gaining an understanding of 
tourist behaviour. Moreover, Mansfeld (1992) indicated that improved tourist 
motivation theory should benefit research on both travel behaviour and travel choice.
In the context of tourism, many studies explain why people choose to travel by 
utilising the concept o f motivation as a crucial effect on tourist behaviour (e.g., 
Crompton, 1979; Dann, 1977, 1981; Iso-Ahola and Allen, 1982: Kim and Lee, 2002; 
Pearce 1988; Yoon and Uysal, 2005). Dann (1981) examined the conceptual 
clarification of tourist motivation. In this work, explanation for the lack o f consensus 
over definition o f tourist motivation was attributed to a multidisciplinary treatment. 
Thus, Dann suggested that ‘motivation’ can tell us ‘why’ an individual or group
Y.G. KIM
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behaved in a certain way or are about to perform an action. According to Mansfeld 
(1992), the travel motivation of the individual comes from looking outside for what he 
or she cannot find inside such needs have been largely created by society and shaped 
by everyday life. For instance, people living in cities are motivated to travel as tourists 
to wilderness areas because they need to escape from an artificial and monotonous 
environment. Fodness (1994) viewed travel motivation as the driving force behind all 
tourism activities. This literature indentified that tourists are motivated to fulfil 
particular psychological and biological needs and wants. More specifically, Mansfeld 
(1992) suggested two basic motivations for pleasure travel. The first motive can be 
perceived as the needs to visit an unknown place, ‘wanderlust’, while another is that 
people desire a place, providing the tourists with specific facilities that do not exist in 
their own place of residence. The major studies o f tourist motivations are summarised 
in Table 2.1.
Table 2.1 Summary of major existing literature on tourist motivations
Author Key motivations and related issue
Lundberg (1971) Approached tourist motivations in terms o f educational, cultural, 
relaxation, pleasure, ethnic, and sociological views
Cohen (1974) Clarification o f who is a tourist and inclusion o f motivational typologies 
based on different tourist roles
Cohen (1979) Describes tourism as spanning a ‘range o f motivations’ from the sphere 
of leisure to religion
Crompton (1979) Nine motives for pleasure travel: escape, self-exploration, relaxation, 
prestige, regression, kinship-enhancement, social interaction, novelty and 
education
Dann (1981) Appraisal o f tourism motivation literature and research methods includes 
push and pull factors as a basis for tourist motivations
Source: by the Author
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Table 2.1 (continued)
Author Key motivations and related issue
Iso-Ahola (1982)
Dunn Ross 
& Iso-Ahola (1991)
Lee & Crompton (1992) 
Witt & Wright (1992) 
Uysal et al. (1993) 
Fodness (1994)
Scott (1996)
Crompton & Mackay 
(1997)
Jang & Cal (2002)
Yoon & Uysal (2005)
Jang & Wu (2006)
Rejoinder to Dann’s (1981) survey o f literature on tourism motivation 
including a social psychological model o f tourism motivation
Six motivational dimensions o f sightseeing tour: general, knowledge, 
social interaction, escape, impulsive decision, specific knowledge, 
shopping for souvenirs
Identified tourist experience seeking as their novelty seeking: change 
from routine; escape; thrill; adventure; surprise; and boredom alleviation
Review of content theories o f motivation and applies expectancy theories 
of motivation to explain tourist motivation
Examine dimensions o f event motivations: Escape; event novelty; 
excitement/thrills; socialisation; family togetherness
Tourist Motivation: value expressive (ego-enhancement); knowledge 
function; utilitarian function; punishment minimisation; value expressive 
(self-esteem); and utilitarian function (reward maximisation)
Determined differences among visitors’ motivations to attend three 
festivals: Nature appreciation; event excitement; sociability; family 
togetherness; curiosity; escape
Identified the set o f motives stimulating festival attendance: cultural 
exploration; novelty/regression; gregariousness; recover equilibrium; 
known-group socialisation; external interaction and socialisation
Differential motivational factors: 6  push factors (novel experience; 
escape; knowledge seeking; fun and excitement; rest and relaxation; and 
family and friend togetherness); and 5 pull factors (natural and historic 
environment; cleanliness and safety; easy-to-access and economical deal; 
outdoor activities; and sunny and exotic atmosphere)
Causal relationships among the motivations, satisfaction, and destination 
loyalty: push factors (safety and fun, escape, knowledge and education, 
and achievement); and pull factors (cleanness and shopping, reliable 
weather and safety, different culture, and water activities)
Seniors’ travel motivation: 5 push factors (ego-enhancement, self-esteem, 
knowledge-seeking, relaxation, and socialisation); and 3 pull factors 
(cleanliness and safety, facilities, event, and cost, and natural and 
historical sight)
Source: by the Author
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Through a review of the relevant literature, shown in Table 2.1, few 
approaehes to tourist motivation can be identified. These aspects o f motivations in the 
context of tourism can be classified into several different approaehes, identified as:
(1) Needs-based motivations (e.g.. Cooper et al., 2005; Loker-Murphy, 1996;
Maslow, 1970; Pearce and Caltabiano, 1983);
(2) Perspectives of push and pull motives (e.g., Dann, 1981; Crompton, 1979;
Yoon and Uysal, 2005; Jang and Wu, 2006);
(3) Expectancy theories (e.g., Witt and Wright 1992); and
(4) Seeking and escaping views (e.g., Iso-Ahola, 1982)
In general, each o f these has been based on earlier motivation theories from 
consumer behaviour literature (Cooper et al., 2005; McIntosh, Goeldner, and Ritchie,
1995). Some approaehes are based on motivations, derived from the work o f Maslow 
(1970), and other motivations can also be explained in terms o f social psychological 
theories: push and pull motives (Crompton 1979); seeking and escaping (Iso-Ahola, 
1982). Also, several studies have indicated that expectancy theory can be a relevant 
model for understanding tourist motivation (Witt and Wright 1992). Therefore, the 
current study focuses on these four approaehes to tourist motivations and then explains 
related-literature in the next section.
2.2.1 Needs-based motivations
Needs-based motivations are derived from the concepts of satisfying tourist’s 
needs and the equilibrium that results from meeting needs. According to Crompton 
(1979), “equilibrium exists to the extent that physical, social, and psychological needs 
are met. Pleasure travel is assumed to be goal-directed, aimed at satisfying these 
unmet needs.” (p.42). From this point o f view, this concept o f equilibrium is inherent 
in theories of needs-based motivations. Thus, in this section, theories of needs-based 
motivations are discussed.
Y.G. KIM
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2.2.1.1 Maslow*s hierarchy theory
In the field of tourism, research on tourist motivation derives fundamentally 
from Maslow’s hierarchy framework (1970), based on a sociological and social 
psychology perspective. Although Maslow developed this hierarchical needs theory in 
the field of clinical psychology, the framework has become widely influential as a well 
known general theory o f motivation and has been applied to explain motivation in 
many social areas such as business, marketing and tourism (Buchanan and Huczynski, 
2004; Cooper et al., 2005; Hudman, 1980). Since Maslow’s hierarchy framework 
provides an insight into the ways in which travel can satisfy peoples’ desires, many 
studies in tourism have borrowed this framework (Cooper et al., 2005).
According to Maslow (1970), physiological needs are the most basic in the 
hierarchy since these needs take precedence over other needs. Maslow supposed that 
individual motivation originates in wants and needs, thereby this hierarchy of needs is 
ordered according to increasing motivational importance: physiological, safety, social, 
esteem, and self-actualisation needs. Maslow argued that if  the lower needs are 
fulfilled the individual would be motivated by needs o f the next level of the hierarchy 
(see Figure 2.1).
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Figure 2.1 Need hierarchy theory
Self-a(ÿiaHsation:
Need to fuîfil oneVpotential
/Esteem needs:
Confidence, recognition, reputation, selXesteem, and etc
Soeial needs:
Satisfgdory, attachment, relationships with othei% and etc
/ — Safety needs:------------
Need for^ysipal and psychological safety, a predictable envirom ^t, freedom 
/  form fear, and etc \
Physiologieal needs:
Need for the most primitive and biological needs; 
food, water, sex, sun, and etc
Source: Buchanan and Huczynski (2004)
Hudman (1980) noted that Maslow’s hierarchy o f needs provides a usefiil 
framework for understanding psychological motivational factors in tourism. For 
example, although the apparent purpose of travel may be to visit friends and relatives, 
the underlying psychological motivation may be a need for belonging and a desire to 
reunite and reinforce family links. In addition. Page (2002) suggested that Maslow’s 
hierarchy of needs has relevance in understanding how human action is 
understandable and predictable compared to research, which argues that human 
behaviour is essentially irrational and unpredictable. Cooper et al. (2005) agreed that 
tourism industry has borrowed a lot from Maslow, since Maslow provided a 
convenient and useful set.
However, needs-based motivation theories derived from Maslow’s hierarchy of 
needs have also been criticised in fields of tourism (e.g.. Cooper et al., 2005; Witt and 
Wright 1992). More speeifieally. Cooper et al. (2005) indicated that why and how 
Maslow selected the basic five needs seems to be unclear. Witt and Wright (1992)
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considered Maslow’s hierarchy o f needs as useful for drawing attention to the variety 
o f different needs that can motivate tourists’ behaviour. They further suggested, 
however, that predicting motivation of tourists’ behaviour requires more than an 
understanding o f human needs. In other words, Maslow’s theory does not accurately 
describe knowledge o f tourists’ needs. Another hierarchy-related criticism is that it 
cannot be tested empirically as there is no way to measure precisely how well satisfied 
one need is before the next higher need becomes operative (Buchanan and Huczynski, 
2004; Sehiffinan and Kanuk 2003; Witt and Wright 1992). Schiffman and Kanuk
(2003) maintained that Maslow’s theory does not consider other important needs such 
as unselfish behaviour, play, dominance, violence, and abasement. Therefore, Witt and 
Wright (1992) suggested that: “the study of needs can at best only provide a partial 
explanation o f motivated behaviour” (p.44).
Nevertheless, these criticisms of Maslow’s hierarchical theory include an 
acknowledgement o f strength that it sufficiently covers some tourist needs (Witt and 
Wright 1992). Maslow’s hierarchy can be regarded as a useful tool for understanding 
individuals’ motivations, developing marketing strategy and also, as the basis for 
market segmentation and product positioning, because goods and services can be 
offered to satisfy each of the levels of need (Cooper et al., 2005; Schiffman and Kanuk 
1997). However, Sharpley (2003) added that the way in which an individual’s needs 
may be translated into motivated behaviour needs to be recognised when researching 
tourist motivation, and other such factors must be taken into consideration if  the 
explanation of tourist motivation is to be of use in predicting behaviour.
2.2.1.2 Travel career ladder (TCL)
Pearce and Caltabiano (1983) applied Maslow’s theory to tourism, and they 
attempted to understand and measure travel motivations. Pearce and Caltabiano 
obtained nearly 400 sets of data related to travel episodes. Their research identified 
that Maslow’s hierarchy o f needs is useful for assessing tourist motivations. As a 
result, they suggested that it is necessary to develop a different needs system that was
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more appropriate to tourist motivations. Subsequently, Pearce (1988) tried to develop 
a hierarchy o f tourist motivations. Pearce postulated that there is a motivational career 
in travel, which means more experienced travellers emphasise higher needs than less 
experienced travellers. Based on Maslow’s hierarchy o f needs, Pearce (1988) 
developed the Travel Career Ladder (TCL), which comprises five different 
hierarchical steps affecting tourist behaviour (see Figure 2.2).
Figure 2.2 Travel career ladder (TCL)
Fulfilment needs
Fulfil a dream 
Understand myself more Upper level
Self-Esteem and development needs
(Self directed) (Other directed) 
Development o f skill External Rewards, Prestige 
Special interest Glamour o f travelling 
Competence, Mastery Connoisseur self-esteem
• i .
Relationship needs 
(Self directed) (Other directed)
Giving love. Affection 
Maintaining relationships
Receiving affection 
To be with group membership 
Initiating relationship
Safety/security needs
(Self directed) (Other directed)
A concern for own safety A concern for others safety
Physiological needs
(Self directed) (Other directed)
Need for bodily reconstitution Need for external excitement 
R e l a x a t i o n _________________ Novelty_________
Source: Pearce (1988)
Lower level
The TCL suggested that, as tourists accumulate travel experiences, they 
somewhat progress upwards through Maslow’s levels of needs or motivation (Pearce, 
1988). Adapting Maslow’s hierarchy of needs, Pearce showed that the needs of 
travellers were seen as organised into a ladder with the physiological needs at the 
lowest level, followed in order by ‘safety/security needs’, ‘relationship needs’, ‘self­
esteem and development needs’, and at the highest level, ‘fulfilment needs’. Tourists
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at the lower level of the TCL emphasise basic services (e.g., food, space, and toilets) 
and enjoy a sense o f escape. Then they want to increase their stimulation and arousal, 
but not in dangerous or threatening situations (Pearce, 1988).
The TCL model has been applied in several empirical studies (e.g., Loker- 
Murphy, 1996; Pearce, 1991). However, Kim, Pearce, Morrison, and O’Leary (1996) 
pointed out a misinterpretation o f the Maslow’s needs hierarchy used in the TCL. The 
authors insisted that people can start at different levels o f needs, and they may change 
levels during their life cycle. Thus the direction o f change regarding people’s needs in 
travelling is not always one way (Kim et al., 1996). In addition, Ryan (1998) raised 
questions about the TCL in that it has not supported the concept of development 
motivation and it is not predictive of traveller behaviour. Therefore, Pearce (2005) 
stated that in the TCL, “travellers were considered to have more than one level of 
travel motivation, though it was suggested that one set o f needs in the ladder levels 
may be dominant” (p.53). Therefore, it appears appropriate to fiirther build on the 
usefulness of the TCL in understanding tourist motivation, and Pearce and Lee (2005) 
proposed the Travel Career Pattern (TCP) as a new approach in understanding travel 
motivation.
2.2.1.3 Travel career pattern (TCP)
Pearce and Lee (2005) noted that the pattern of motivations focuses on the 
structure rather than the steps on a ladder or hierarchy (Pearce and Lee, 2005). That is, 
the TCP de-emphasises the ladder hierarchy with a view to overcoming the 
misinterpretations of Maslow’s hierarchy theory, and places travel motivations in a 
more dynamic, multi-level structure than the TCL by emphasising the changes in 
motivation patterns (Pearce and Lee, 2005).
Pearce and Lee (2005) attempted to theoretically re-adjust the TCL theory into 
a more comprehensive travel motivation theory and explore the relationship between 
patterns of travel motivation and travel experience. This study was carried out in two
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phases: an interview with 15 people and field work with 1,012 participants. The 
findings showed host-site-involvement motivation, such as experiencing different 
cultures, and nature-related motivation, such as being close to nature. Moreover, 
Pearce and Lee (2005) stressed that a core o f travel motivation factors included escape, 
relaxation, relationship enhancement, and self-development (see Table 2.2). The 
essential premise o f the TCL is that with changes in travel experience, tourists will 
exhibit different motivations, retained in the TCP (Pearce and Lee, 2005).
Table 2.2 Travel career pattern  (TCP)
Factors Motive Items
Novelty Having fun
Experiencing something different
Feeling the special atmosphere o f the vacation destination
Visiting places related to my personal interests
Escape/Relax Resting and relaxing
Getting away from everyday psychological stress/pressure
Being away from daily routine
Getting away from the usual demands o f life
Giving my mind a rest
Not worrying about time
Getting away from everyday physical stress/pressure
Relationship Doing things with my companion(s)
(strength) Doing something with my familyZfriend(s)
Being with others who enjoy the same things as I do 
Strengthening relationships with my companion(s) 
Strengthening relationships with my familyZfriend(s) 
Contacting with familyZfriend(s) who live elsewhere
Autonomy Being independent 
Being obligated to no one 
Doing things my own way
Nature Viewing the scenery
Being close to nature
Getting a better appreciation o f nature
Being harmonious with nature
Self-development Learning new things
(host-site involvement) Experiencing different cultures 
Meeting new and varied people 
Developing my knowledge o f the area 
Meeting the locals 
Observing other people in the area 
Following current events
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Table 2.2 (continued)
Factors Motive Items
Stimulate Exploring the unknown 
Feeling excitement 
Having unpredictable experiences 
Being spontaneous
Having daring/adventuresome experience 
Experiencing thrills 
Experiencing the risk involved
S elf-development Develop my personal interests
(personal development) Knowing what I am capable o f 
Gaining a sense o f accomplishment 
Gaining a sense o f self-confidence 
Developing my skills and abilities 
Using my skills and talents
Relationship Feeling personally safe and secure
(security) (Security) Being with respectful people 
Meeting people with similar values/interests 
Being near considerate people 
Being with others if f  need them 
Feeling that I belong
Self-actualise Gaining a new perspective on life 
Feeling inner harmony/peace 
Understanding more about myself 
Being creative
Working on my personal/spiritual values
Isolation Experiencing the peace and calm 
Avoiding interpersonal stress and pressure 
Experiencing the open space 
Being away from the crowds o f people 
Enjoying isolation
Nostalgia Thinking about good times I’ve had in the past 
Reflecting on past memories
Romance Having romantic relationships 
Being with people o f the opposite sex
Recognition Sharing skill and knowledge with others 
Showing others I can do it 
Being recognized by other people 
■ Leading others 
Having others know that I have been there
Source: Pearce and Lee (2005)
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2.2.2 Push and pull motivations
The push-pull framework is considered by some as a useful approach for 
examining the motivations underlying tourist and visitation behaviour (e.g., Crompton, 
1979; Dann, 1977; Kim and Lee, 2002). This theory emphasises two stages in a 
decision to travel, push factors occur first and are those that make people want to 
travel, pull factors affect where people travel, given the initial desire to travel 
(Crompton, 1979; Dann, 1977).
Dann (1977) proposed two key travel motivations: anomie and ego- 
enhancement. Anomie represents the need to transcend the feeling of isolation inherent 
in routine life and simply to wish to get away from it all. Ego-enhancement is based on 
the need for recognition, obtained through the status conferred by travel. Dann 
considered these proposed tourist motivations as push factors, which are the internal 
elements, predisposing an individual to travel and pull factors, which are external to an 
individual, and affect where, when, and how people travel, given the initial need to 
select travel.
Crompton (1979) supported the premise, mentioning that travel motivations 
are, “aligned along a continuum as being either primarily socio-psychological (push) 
or cultural (pull)” (p. 143). The author demonstrated push and pull factors, which affect 
reasons for travelling and influence the destination decisions of tourists. Push factors 
are thought to establish the desire for travel and pull factors are thought to explain 
actual destination choice. Pull factors include ‘novelty’ and ‘education’, which can be 
recognised as those factors that attract the individual to a specific destination once the 
decision to travel has been made.
Subsequently, Dann (1981) analysed the pull motivations of the destination in 
response to push motivations. The finding showed that potential tourists when
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deciding “where to go” may also take into consideration various pull factors, which 
correspond to their motivational push (Dann, 1981).
Figure 2.3 Push and pull motivations
Push motivations.
which encourage 
tourists to travel
Escape, 
Relaxation, 
Self-esteem, 
Prestige, 
Adventure, 
Social interaction, 
etc.
A Tourist
Pull motivations.
which encourage 
tourists to choose a 
destination
Climate, 
Historic sights. 
Scenic beauty. 
Cultural event. 
Accessibility, 
etc.
Source: Crompton (1979); Darm (1977, 1981)
As shown in Figure 2.3, the push motivations have been useful in explaining 
the desire for travel, while the pull motivations have been thought a useful means for 
explaining the actual destination choice (Crompton, 1979; Yoon and Uysal, 2005). 
Most of the push factors, which are origin-related, are intangible or intrinsic desires of 
the individual travellers such as the desire for escape, rest and relaxation, health and 
fitness, adventure, prestige, and social interaction. Pull factors are those that emerge as 
a result o f the attractiveness of a destination as it is perceived by the traveller. They 
include tangible resources such as beaches, recreation facilities and historic resources, 
as well as travellers’ perceptions and expectations such as novelty, benefit expectation 
and marketing image of the destination (Uysal and Hagan, 1993).
Dann (1981) recognised the limitations of including both push and pull 
motivations into a factor analysis. Dann noted that when push and pull motivational 
items are ineluded in the same study, the analysis may provide a short-run empirical fit 
to the circumstances but offer little long-run theoretical contribution for understanding
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general tourism motivations. However, many studies have used a perspective of push 
and pull dimensions to measure travel motivations. Kim and Lee (2002) noted that 
push and pull factors should not be viewed as being entirely independent o f each other 
but rather as being fundamentally related to each other. In a more recent study, Yoon 
and Uysal (2005) conceptualised push motivations as creating a desire to travel by 
stimulating emotional sense and pull motivations as relating to the features, attractions, 
or attributes of the destination itself, such as beach-based resources, historic and 
cultural resources and beautiful scenery. Mill and Morrison (2006) further pointed out 
that people travel because they are pushed by their internal forces and pulled by the 
forces such as destination attributes. It is generally accepted that push factors must be 
present before pull factors can be effective.
2.2.3 Expectancy theories
Witt and Wright (1992) suggested that predicting the effects of motivation on 
consumer behaviour also needs an understanding of the processes by which their needs 
are transformed into motivated behaviour and, in particular, of the way people’s 
expectations give motivated behaviour its direction. They suggested that expectancy 
theory can apply to tourist motivation, based on Vroom’s theory of work motivation. It 
is a theory that is able to include all the concepts involved in the motivation process by 
creating a theoretical framework. It includes the needs which are important to 
understand motivation, but also the decision making involved in choosing whether to 
go on trips and holidays (Witt and Wright, 1992).
Vroom (1964) applied expectancy theory to the theory o f work motivation and 
put forward two equations, the first o f which has been used to explain or predict 
occupational preference and job satisfaction, the second being used to explain or 
predict occupational choice, remaining in a job and job effort. Expectancy theory 
shows that people are motivated to put in effort if they expect their effort to be linked 
to good performance (Vroom, 1964). It is assumed that individuals consider possible 
alternative behaviours in rational ways, and people have different types o f needs, goal,
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and desires (Erez and Isen, 2002). The theory consists o f three components, which are 
valence, instrumentality, and expectancy. Hence, Buchanan and Huczynski (2004) 
pointed out that individual motivation relies on the valence of outcomes, the 
expectancy, which is the possibility of the outcome and the instrumentality of 
performance on producing valued outcomes.
Witt and Wright (1992) argued that at the theoretical level in the context of 
tourism, expectancy theory can allow the concepts o f travel motivation to be 
incorporated within a single theoretical structure. They indicated that occupational 
preference and occupation choice may have the greatest relevance to tourist 
motivation. More specifically, Witt and Wright (1992) showed an expectancy model 
of holiday preference and choice, associated with needs, attractiveness (valence) of 
holiday attributes, relative preference of different holidays, and the influencing factors 
of knowledge o f holiday destination characteristics. These factors including cost, 
others’ preferences, expectations and instrumentality o f holidays for providing 
attributes will be affected by other sources, such as guide books, brochures and other 
people’s experiences (Witt and Wright, 1992). They added that the individual’s own 
experience of previous holidays o f the same or a similar type will have a significant 
effect on holiday preference. These findings were supported by the later work of 
Bowen (2001), which indicated that expectations are influenced by: the product itself 
including one’s prior experience, brand connotations and symbolic elements; the 
context including the content o f communications from salespeople and social 
referents; and individual characteristics, including persuasiveness and perceptual 
distortions (Bowen, 2001).
Gnoth (1997) summarised the process o f motivations and expectation 
formation (see Figure 2.4). According to Gnoth (1997), the need for holidays depends 
on wishes such as self actualisation, self-esteem and social status. Based on intrinsic 
and extrinsic motivations, tourists build their own perceptions. Gnoth noted that 
individual’s needs can be stimulated from an individual, and needs internally 
generated are established in a person as an urge, working to organise people’s thought
Y.G. KIM
26
C h ap te r II. Tourist Motivation & Food Choice
and action. At this moment, the motivation process involves the socio-psychological 
construct o f a person’s values and circumstances, and then a person becomes a tourist, 
involved in evaluating destinations and other tourism facilities (Gnoth, 1997).
Figure 2.4 Motivation and expectation formation
(need)
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Source: Gnoth (1997)
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Tourist’s values are emotionally motivated, and this process can determine the 
quality of expectations. Furthermore, Gnoth (1997) stated that if  values of objects 
would be cognitively dominant, the expectation to produce the desired outcome could 
be cognitively dominant. While, if  values would be emotion dominant, expectation 
could be described in terms o f the amount of hope. Therefore, expectations, which can 
be similar to attitudes, are positively or negatively inclined and contain measures of 
cognitions, affect, and conations. In addition, expectations can be perceived to be a 
mental representation o f future intention to travel (Gnoth, 1997).
The expectancy theory provides a framework for the analysis of tourist 
motivation which emphasises the relationship between motivation, preference and 
choice (Gnoth, 1997). This theory points out influential factors of knowledge o f tourist 
product characteristics and other limiting factors, and it is theoretically derived from a 
needs-based model rather than a values-based model o f tourist motivation, which 
investigates attractiveness, instrumentality and expectations of outcomes (Gnoth, 
1997; Witt and Wright, 1992). However, a drawback of expectancy theory is that the 
complexity of expectancy theory makes it difficult to predict individual behaviour and 
to statistically measure many variables used in this model (Witt and Wright 1992). 
Witt and Wright (1992) recommend using the framework in the training o f travel 
advisers to ask appropriate questions that allow them to deliver the information best 
suited for a customer.
2.2.4 Seeking and escaping
Schudson (1979) underlined that: “tourism is not a system o f attractions. 
Instead, it is a system of attractions and distractions. Tourism is as much, or more, a 
moving away as a moving to. It is escape as often as involvement.” (p. 1252). 
Moreover, Manned and Iso-Ahola (1987) pointed out that pleasure travel experiences 
have been conceptualised as a means for an individual to be stimulation seeking or 
stimulation reducing so as to achieve the optimal level o f arousal.
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With respect to social psychology, Iso-Ahola (1982) developed a concept of 
tourism motivation that builds on the theory o f optimal arousal. Iso-Ahola classified 
tourist motivations into two main factors: approach or seeking, and avoidance or 
escape. This study argued that tourists will switch roles while on trips and holidays, 
and that over time different needs will arise. A single motivation may not always act 
as the determining factor for travel. I f  within the holiday, the initial needs are satisfied, 
other motivations may emerge. Iso-Ahola (1982) thus suggested that tourist 
motivations are influenced by both a process o f escaping personal and/or interpersonal 
environments and seeking personal and/or interpersonal rewards. In other words, 
tourists do not just have an escape attitude towards taking a holiday, they also seek 
new experiences. This research recognises tourism behaviour as the interplay offerees, 
associated with avoidance of routine and stressful environments and seeking recreation 
places for certain psychological rewards (see Figure 2.5).
Figure 2.5 Seeking and escaping dimensions of tourist motivations
Seeking 
personal rewards
Escaping 
interpersonal environments
Seeking 
interpersonal rewards
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personal environments
Source: Iso-Ahola (1982, 1984)
As presented in this Figure, two-dimensional theory for tourist motivation 
proposes that two motivational forces simultaneously influence an individual’s
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behaviour (Iso-Ahola, 1982, 1984). That is, the seeking component involves the 
motivational force, which drives an individual to seek psychological (intrinsic) 
rewards through travel in a contrasting environment. On the contrary, the escaping 
component involves leaving the routine environment behind and introducing change or 
novelty to everyday life (Iso-Ahola, 1982; Iso-Ahola and Allen, 1982). Iso-Ahola
(1984) added that these two dimensions are further separated into personal and 
interpersonal components. Tourists seek personal rewards in the form of personal 
competence or mastery (e.g., refining skills in a sport/hobby) and interpersonal 
rewards by engaging in activities that promote social contact. By escaping personal 
environments, tourists desire to avoid personal problems, stress, and/or troubles. I f  one 
hopes to escape interpersonal environments, the tourist is avoiding routine social 
contacts/commitments (e.g., boss and family).
Wolfe and Hsu (2004) empirically tested IsoAhola’s (1982) social 
psychological model o f tourism motivation with 286 respondents. The motivational 
factors were fitted into the seeking and escaping dimensions, and then these were 
compared between non-Caucasians and Caucasians. Significant differences between 
the two groups showed norms and values based on racial and ethnic groups in leisure 
preferences. Another study attempted to examine Iso-Ahola’s theory by scaling each 
of the four motivational factors (Snepenger et al., 2006). Their research was conducted 
in three phases: firstly, they empirically tested the four dimensions suggested by Iso- 
Ahola (1982) with 353 participants to investigate the efficacy of motivational 
structures; secondly, the similarities and differences were measured (i.e. whether the 
four motivational factors changed at the same rate when comparing tourism and 
recreation experience); and lastly, the third study focused on the relationship between 
tourism motivations and recent holiday experiences (Snepenger et al., 2006). The first 
study found that tourism motives cannot be explained in one dimension, and the social 
psychological circumstances related to travel were formed to four dimensions, 
personal seeking, personal escape, interpersonal seeking, and interpersonal escape. 
The second study showed the differences in motivation levels for tourism and 
recreation experiences: tourism experiences exhibited higher levels of motivation,
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particularly for the personal seeking and personal escape dimensions. The third study 
indentified no relationship between the number o f recent domestic and outbound travel 
episodes and tourist motivations. To sum up, the work o f Snepenger et al. (2006) 
demonstrated that the four dimensions suggested by Iso-Ahola (1982) including 
personal seeking, personal escape, intrapersonal seeking, and intrapersonal escape, are 
considered as intrinsic motivational drives for tourism behaviour.
2.3. FOOD CHOICE AND PREFERENCE
Many nutritionists and psychologists have proposed food choice models in 
order to provide a better understanding o f the concepts of food choice and preferences. 
Food choice involves the selection and consumption of foods, taking into account 
what, how, when, where and with whom people eat and other aspects o f their food and 
eating behaviours (e.g., Furst, Connors, Bisogni, Sobal, and Falk, 1996; Jackson, 
Cooper, Mintz, and Albino, 2003; Steptoe, Pollard, and Wardle, 1995).
2.3.1 Food choice models
Even though there is recognition of external effects, such as availability and 
economic circumstances, the majority of studies on food choice focus on the 
interaction between the individual and the food product (Eertmans, Victoir, Vansant, 
and Van den Bergh, 2005; Furst et al., 1996). In particular, Meiselman (1996) 
commented that the complexity o f research on food choice is reflected in the range of 
key contributions made in this field by pharmacologist, physiologists, geneticists, 
economists, sociologist, and psychologists, as well as taking account o f the underlying 
physiological mechanisms such as innate preference, nutrient-specific appetites and 
learned food aversions.
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In the following section, three models o f food choice are discussed, those of 
Khan (1981), Shepherd (1985), and Furst et al. (1996). The models selected in this 
study well explain the most important features affecting general food choice taking 
into account a variety of considerations, such as biological, social, cultural and 
psychological influences on food choice and preference. For example, Khan (1981) 
suggested that cultural, religious and regional environments of people also have 
significant influence on their food consumption behaviour by establishing people in 
their social life. Also, Shepherd (1985) showed key elements related to the external 
economic and social environment, influencing food choice. Furst et al. (1996) pointed 
out that an individual’s food choice decision is influenced by the composition and 
behaviour o f his or her social framework.
2.3.1.1 Khan*s m odel o f factors influencing food preferences
Khan (1981) suggested a model of the factors influencing food choice and 
preference (see Figure 2.6).
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Figure 2.6 Factors influencing food preferences
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Khan’s comprihencive model (1981) included the idehtifieation o f factors 
linked to the i i ^ M d ^  and to thé environment in which they lived. Firstly, personal 
factors include expectation of food, familiarity, personality, influence o f others, 
appetites, emotions and meanings attached to food. Khan added that food choice at 
this individual level is a function of several interrelated ^ e e t s  of [personalityand
______________ -— - — i — '—  '
mentaUiealthl Secondly, according to Khan (1981). soeio-eeonomiè factors including
household income, cost of food, meaning and status of food, security and society can 
determine various aspects of people’s lifestyle, such as nutritional intake, physical 
activity, standards of health and hygiene, and the levels o f health and welfare services.
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With respect to the third factor, food preference can be regarded as being influenced 
by personal education level and health concerns.
Khan (1981) fourthly considered biological, physiological and psychological 
factors as key elements influencing consumers’ food choice and preferences. For 
instance, women’s marital status has been found to be significantly associated with 
their fruit and vegetable intake (Pollard, Greenwood, Kirk, and Cade, 2001). Fifthly, 
religious and regional influences are perceived to be factors influencing food choice 
and preferences. Religious beliefs can be recognised as an expression o f the cultural 
values linked to a country of origin, which are sometimes resistant to change even in 
migrant populations (Khan, 1985). In the next factor influencing food preference, 
extrinsic factors such as environment and situation, advertising, time and seasonal 
variation play a significant role in consumer food choice. Advertising enables people 
to understand foods and beverages that are appropriate or inappropriate to eat through 
visual, oral and written details of when and with whom various foods should be eaten. 
Lastly, intrinsic factors consist of sensorial eharaeteristies such as appearance, colour, 
odour, texture, temperature, flavour, quality, and quantity of food. The frequency of 
serving or consuming and the manner in which they are presented are also included in 
intrinsic factors. The most general factors associated with food preferences comprise 
quality of the food, quantity of the food or the size o f the serving, and the temperature 
at which a particular food is served. All these factors are significant and may have 
wide individual variability (Khan, 1985).
2.3.1.2 Shepherd^s m odel o f factors influencing food choice
Shepherd (1985) proposed several factors influencing food choice, categorised 
into those related to the food, those related to the individual making the choice, and 
those related to the external economic and social environment within which the choice 
is made (see Figure 2.7).
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Figure 2.7 Factors influencing food choice
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 ^ As shown in Figure 2.7, the chemical and physical properties o f the food will
be perceived by the individual in terms of sensory attributes (e.g., flavour, texture or 
appearance). However, perceiving these sensory attributes in a particular food does not 
necessarily mean that an individual will or will not choose to consume that food.
ler it is the individual’s liking for that attribute in that particular food which will 
be the determining factor. Other chemical components in the foods will have effects 
on the individual, and the learning of the association between the sensory attributes of 
a food and its postingestional consequences appears to be a major mechanism by 
which preferences develop. Psychological differences between individuals, such as 
personality, may also influence food choice (Shepherd, 1985). \
Dresslera et al. (2004) investigated the socioeconomic distribution of dietary 
intake in a Brazil with a social, cultural and psychological perspective of Shepherd
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(1985). They reported that there were no socioeconomic differences in total caloric 
intake in the context of extreme differences in income distribution. In addition, the 
finding showed that lower income seemed to lead to lower cultural consonance, which 
in turn leads to higher depression and higher total caloric intake.. Dresslera et al.
(2004) suggested that food consumption can be seen as both a psychological and 
nutritional adaptive strategy to economic, social and cultural marginality in a highly 
stratified society. Another study, ^inucane~and Holup (2005)\took into account a 
psychological and sociological element, which may have an effect on public 
perceptions o f the risk of new food. Their result showed that cultural values in the 
developing countries have been largely ignored, and that socio-cultural factors are 
important determinants o f risk perceptions of new food. Finucane and Holup (2005) 
recommended that perceptions o f new food should be based on a thorough 
understanding of the psychological and socio-cultural aspect.
2.3.1.3 Conceptual m odel o f the food choice process
Furst et al. (1996) argued that the food choice process is complex, evolving, 
dynamic and situational. They suggested an inductively developed model o f the food 
choice process using in-depth interviews which asked about how people constructed 
their food choices. This model described comprehensive crucial parts o f the process 
that individuals use in choosing foods and the relationship among them.
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Figure 2.8 Model of the components in food choice process
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As seen in Figure 2.8, a eonceptual model o f the food choiee process includes 
three major components: (1) the life course, (2) influences, and (3) personal food 
system (Furst et al., 1996). This process indicated that people tend to believe that a 
present eating experience came from past experiences. Furst et al. (1996) regarded 
“life course as the personal roles and the social, cultural and physical environments to 
which a person has been and is exposed” (p.250). Furst et al. also showed how diverse
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elements, emerging from prior experiences and present environment, and these 
processes are regarded as ‘influences’. The ‘personal food system’ is considered as the 
process by which people manage conflicting values in food choiee decisions. More 
specifically, the life course provides individual and historical components and contexts 
for current food choices, with people developing personal food choice processes, 
which are subject to change in relationship to special life course transitions they 
experience at different periods in their lives (Furst et al., 1996). Thus new food choice 
experience adds ‘life course’ and shapes subsequent food choices.
According to Furst et al. (1996), many ‘influences’ operate to form food 
choices. Influences on food choice include an extensive scope o f biological and 
behavioural, psychological, cultural, economic, historical, and environmental factors, 
which are interactively considered. They classified these influences into five elements 
influencing food choice: (1) ideals, (2) personal factors, (3) resources, (4) social 
framework and (5) food context.
Firstly, Furst et al. (1996) stated that ‘ideals’ are derived from cultural and 
symbolic backgrounds, such as expectations, standards, hopes and beliefs. In other 
words, ideals are culturally learned thorough families and reflect the expectations for 
eating food. Thus ideals represent normative measures of what and how an individual 
should eat (Furst et al., 1996; Sobal, 1998). Secondly, ‘personal factors’ include 
physical, psychological, and relational factors. These reflect what is salient and 
meaningful to individuals based on needs and preferences derived from psychological 
and physiological features (Furst et al., 1996). Hetherington (2001) further indicated 
that people’s experience of food addictions can operate as personal elements in 
forming food selection. Thirdly, ‘resources’ include both tangible and intangible 
factors. Tangible components are explained by the form, such as money, equipment 
and space, while intangible elements consist of skills, knowledge and time. These are 
perceived as available or unavailable depending on individual situations, and these 
perceptions distinguished the boundaries in food choiee situations (Furst et al., 1996). 
Fourthly, ‘social frameworks’ contain roles, families, groups, networks, organisations,
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and communities, which provide chances to construct eating relationships and food 
choice (Furst et al., 1996). Bove et al. (2003) also indentified that couples tend to eat 
most o f their meals together and negotiate joint food choices, with both partners 
agreeing together. Lastly ‘contexts’ represents the physical environment and behaviour 
settings, social institutions and seasonal climate (Furst et al., 1996). According to 
Avery et al. (1997), contexts, such as mass media for food information and the 
seasonality o f food availability can enable people to reform their food choice and 
preferences.
Personal food systems are the mental processes whereby people translate 
influences on their food choice into what and how they eat in particular circumstances 
(Furst et al., 1996). Personal food systems include the processes o f constructing food 
choice values, classifying foods and situations according to these values, negotiating 
these personally defined values in food choice settings. These processes are explained 
in the following sections: (1) value negotiations; (2) sensory perception; (3) 
convenience; (4) monetary considerations; (5) health/nutrition; (6) managing 
relationships; and (7) quality.
Firstly, ‘value negotiations’ involve personally developed interpretations and 
meanings related to food and eating as well as involving emotional effect (Furst et al., 
1996). People tend to keep track of past value negotiations and food choices and then 
used this information in future decisions. Thus, self-monitoring has an effect on 
current and future food choices. Connors et al. (2001) examined the ways that people 
managed values in making food choices in various contexts. As a result, participants 
used ‘value negotiations’ for food as a means o f organising food for simplicity in food 
selection. Secondly, ‘sensory perception’ represents the considerations that people 
develop related to their taste in eating and drinking (Furst et al., 1996). The taste is a 
key consideration for most people in nearly all food and drinking settings (Connors et 
al., 2001). Thirdly, ‘convenience’ is perceived to be a value that refers to the time and 
effort considerations that people employ in constructing food choices (Furst et al.,
1996). Convenience associates with the actual time, physical ability and the mental
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involvement, allowing people to acquire, prepare and consume food. With respect to 
this, Candel (2001) showed that consuming take away meals and eating in restaurants 
appeared to satisfy the consumer’s need for convenience more adequately.
Fourthly, “monetary considerations, consisting of price and the perceived 
worth of food to be bought, comprised another very salient value for many people, and 
often dominated food choices” (Furst et al., 1996, p.258). Thus, people are sensitive to 
the price o f food increasing and decreasing. Radder and Roux (2005) noted that the 
price of food, place of purchase and availability are significant factors in determining 
food choiee. Consumers’ continued experience o f a wide range of messages 
originating from various commercial and non-commercial sources also influences their 
product preferences. Fifthly, Furst et al. (1996) stated that consumer purchase intent 
could be increased by incorporating ‘health and nutrition’. According to Falk et al. 
(2001), health and nutrition concerns include overall balance, nutrient balance, low fat, 
weight control, naturalness, disease management and disease prevention. Sixthly, 
‘managing relationships’ represent how an individual considers the interest and well­
being o f others involved in their social network (Furst et al., 1996). That is, when 
people share food with others they tend to consider the needs, preferences, and 
feelings of those people related to what, when, where and how food is eaten. For 
example, Bove et al. (2003) found that married couples tend to negotiate a way to 
make joint food choices, and Devine et al. (2003) further pointed out that being guests 
and eo-workers has an effect on constructing family food decisions. Lastly, Furst et al. 
(1996) mentioned that people are focussed on their personally constructed 
expectations for ‘quality’ associated with the way food is grown, stored, and prepared.
2.3.2 Scale of motivations to choose food
Given the scarcity o f research on measures o f factors related to food choice at 
the individual level, Steptoe et al. (1995) developed the Food Choiee Questionnaire 
(FCQ), and Jackson et al. (2003) found a four-category model of motivations. The 
FCQ provided the opportunity to assess a broad range o f dimensions, recognised as
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appropriate to motivations influencing food choice (Steptoe et al., 1995), and four 
distinct motivations to eat showed the importance o f understanding healthy eating 
(Jackson et al., 2003). In the following section, two scales o f motivations to eat are 
discussed.
2.3.2.1 Food choice questionnaire (FCQ)
Steptoe et al. (1995) observed that sensory appeal, health, convenience and 
price were rated as the most important among the food choice motives, while mood, 
natural content, weight control, familiarity, and ethical concern were typically 
endorsed less strongly in British samples (n=358). Nominated motives to choose food 
were derived from prior literature (e.g., Hollis et al., 1986): unhealthy; food 
exploration; meat preference; health consciousness; weight control; the degree of 
familiarity of the food; and mood. Their study was conducted through two phases: the 
first study aimed to assess a wide range of considerations, taking into account by 
people when selecting what to eat; and the second study attempted to measure the 
replicability of the refined FCQ (Steptoe et al., 1995).
In the first study, 68 items were generated, based on existing studies. The 
sample of 358 respondents, were instructed to rate the importance o f each o f these 
FCQ items for their food choice ‘on a typical day’ on a 4-point scale: I=not at all 
important, 2=of little importance, 3=moderately important, and 4=very important. 
Steptoe et al. (1995) showed that the FCQ, containing finally 36 items involved nine 
motivational dimensions: ‘health’, ‘mood’, ‘convenience’, ‘sensory appeal’, ‘natural 
content’, ‘price’, ‘weight control’, ‘familiarity’, and ‘ethical concern’ (see Table 2.3).
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Table 2.3 Steptoe, Pollard, and Wardle’s (1995) food choice questionnaire (FCQ)
Dimensions Items
It is important to me that the food I eat on a typical day:
Health 22. Contains a lot o f vitamins and minerals
29. Keeps me healthy 
10. Is nutritious
27. Is high in protein
30. Is good for my skin/teeth/hair/nails etc 
9. Is high in fibre and roughage
Mood 16. Helps me cope with stress
34. Helps me to cope with life
26. Helps me relax
24. Keeps me awake/alert
13. Cheers me up
31. Makes me feel good
Convenience 1. Is easy to prepare
15. Can be cooked very simply 
28. Takes no time to prepare
35. Can be bought in shops close to where I live or work 
11. Is easily available in shops and supermarkets
Sensory Appeal 14. Smells nice 
25. Looks nice 
18. Has a pleasant texture 
4. Tastes good
Natural Content 2. Contains no additives
5. Contains natural ingredients
23. Contains no artificial ingredients
Price 6. Is not expensive 
36. Is cheap
12. Is good value for money
Weight Control 3. Is low in calories
17. Helps me control my weight
7. Is low in fat
Familiarity 33. Is what I usually eat 
8. Is familiar
21. Is like the food I ate when I was a child
Ethical Concern 20. Comes from countries I approve o f politically 
32. Has the country o f origin clearly marked 
19. Is packaged in an environmentally friendly way
Source: Steptoe et al. (1995)
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In the next stage, they carried out the second study to assess the replicability of 
the nine-factor FCQ in a different sample. A postal survey was performed with a 
sample of 1041, and 358 respondents were finally collected. The overall model fits of 
the FCQ met the criteria o f confirmatory factor analysis (CFA): %2=997, d.f.=594, 
p<0.001, NNFI=0.99I, and CFI=0.99I.
The nine-factor FCQ was confirmed in the second study. In addition, Steptoe et 
al. (1995) reported differences in food choice motives associated with gender, age and 
income across the FCQ. The findings showed that ‘sensory appeal’ and ‘familiarity’ 
were statistically significant between male and female, and the ratings for women 
were significantly higher than for men. In terms o f age, there were positive 
correlations between ‘age’ and ‘health’ in women, while ‘mood’ and ‘weight control’ 
were positively correlated with age among men. The impact of income showed that the 
income groups differed on ‘price’, ‘sensory appeal’ and ‘familiarity’. Other studies 
(e.g., Pollard et al., 1998; Steptoe and Wardle, 1999) have supported that these 
demographic effects extended to self-reported food intake, with the motives acting as 
mediators.
The FCQ has been used in many studies in the context o f food and health 
research. For example, Pollard, Steptoe, and Wardle (1998) adopted the FCQ to 
measure motives underlying healthy eating and explain variation in dietary intake. 
They found that differences between men and women in the frequency of consumption 
o f a number of foods were shown to be mediated by differences in the importance 
attached to FCQ dimensions. Furthermore, the generally healthier diets of women 
compared to men appeared to be accounted for by the greater importance attributed 
with ‘weight control’, ‘natural content’ and ‘ethical concerns’. Crossley and Khan 
(2001) attempted to investigate whether differences in motivating factors affecting 
food choice could be found in a comparison of two different socioeconomic groups 
(i.e., 49 dentists and 51 porters/cleaners) using the FCQ. Porters/cleaners tended to 
rate the factors ‘convenience’, ‘price’, ‘mood’ and ‘familiarity’ more highly, whereas
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dentists did the same for ‘natural content’ and ‘ethical concern’. Moreover, Pollard, 
Greenwood, Kirk, and Cade (2002) examined how the priorities of those with a high 
consumption o f fruit and vegetables differ from those with low consumption, with 
respect to food choiee motivations, and identified what value these groups placed on 
different aspects of food choice behaviour. A food diary and a questionnaire, including 
the FCQ for fruit and vegetable consumption, were administered to 998 subjects. The 
motivations influencing fruit and vegetable intake were ‘health’ and ‘natural content’.
Lindeman and Vaananen (2000) used the FCQ to identify ethical food choice 
motives. Their findings showed that ethical food choice motivations are rated as health, 
sensory appeal, or price. Cross-national comparisons in food choiee motives have been 
made by Prescott, Young, O’Neill, Yau, and Stevens (2002), between consumers from 
Japan, Taiwan, Malaysia and New Zealand. The FCQ was administered to groups of 
consumers in Japan (n=165), Taiwan (n=263), Malaysia (n=100), and New Zealand 
(n=126). The most important influence on food choiee differed among selected 
countries: ‘price’ for Japanese consumers; ‘health’ for Taiwanese and Malaysian 
consumers; and ‘sensory appeal’ for New Zealand consumers. However, there are 
some problems with the research of Prescott et al. (2002). According to Eertmans et al. 
(2006), because the FCQ-items and the underlying constructs may have different 
connotations in other western cultures, a study of cross-cultural differences between 
food choiee motives may not be taken for granted. Also different data collection 
methods used in case countries and different age demographic of each sample in the 
study of Prescott et al. (2002) was also dealt with the problematic issues. Eertmans et 
al. (2006) aimed to assess the degree o f measurement invariance o f the FCQ across 
western urban populations: Italy (n=163), Belgium (n=I76), and Canada (n=163). 
They found that some items were negligibly cross-loaded or dropped from the original 
factor that Steptoe et al. (1995) reported. Although the findings did not support the 
generalisation of the FCQ’s dimensional structure, they suggested that its items and 
underlying constructs may have different connotations across western cultures.
Y.G. KIM
44
C h ap ter II. Tourist Motivation & Food Choice
2.3.2.2 Four factor motivations to eat
Jackson et al. (2003) mentioned that Steptoe, Pollard, and Wardle’s FCQ can 
measure the relative importance o f nine factors thought to be important motives in 
food choice, however, they argued on the matter of the FCQ (2003):
“Their measure is designed to assess what motivates food choices, once a 
person already has decided to eat in the first place. In summary, though there 
are scales related to psychological motivations to eat, none are theoretically 
derived for measuring exclusively a range of motivations to initiate eating.” 
(p.298)
Therefore, Jackson et al. (2003) adopted a four-eategory model of motivations 
that Cooper (1994) suggested with a psychological perspective: to cope with negative 
affect; to be social; to comply with others expectations; and to enhance pleasure. The 
motivation ‘to cope with negative affeef is derived from past research, which pointed 
out that individuals control their eating behaviours as a way to cope with emotional 
distress (Cooper, 1994; Heatherton and Baumeister, 1991). ‘Eating for social reasons’ 
is based on norms and expectations, though the motivation to eat to be social is present 
only during social occasions (Roth et al., 2001). ‘To eat to comply’ is activated by a 
set of internalised expectations leading to either chronic food intake or restriction 
(Heatherton and Baumeister, 1991; Noll and Fredrickson, 1998). ‘Eating for pleasure’ 
is related to binge-eating, and pleasure motivations for eating may be the more 
proximal cause of over-eating and bingeing (Cooper, 1994; Waters et al., 2001).
Jackson et al. (2003) distributed an open-ended questionnaire to 40 
respondents asking their motivations to eat, beyond physical hunger. Data were 
content-coded to determine if they fitted into the four theorised categories in their first 
study. As a result, 33 items were found and 6 additional items were drawn from the 
literature to supplement the measure. In the second study, 812 subjects were collected
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to test and validate the hypothesised four-factor motivations. The analysis of the 
findings yielded the four theorised categories: ‘coping’, ‘social’, ‘compliance’, and 
‘pleasure’, and motivations to eat subscales predicted restrictive eating, bingeing, and 
purging. Table 2.4 presents the four-faetor model o f motivations to eat.
Table 2.4 Four-factor model of motivations to eat
Dimensions Items
Coping 9. Because you’re depressed or sad
16. Because you feel worthless or inadequate
21. As a way to help you cope
22. As a way to comfort yourself
27. As a way to avoid thinking about something unpleasant or to distract 
yourself
Social 7. Because it’s a special or traditional part o f some social occasion or
celebration 
29. As a way to enjoy a social gathering
31. As a way to celebrate a special occasion with friends, family, or a 
loved one
32. To be sociable
37. To join in a festive occasion
Compliance 34. To keep people from asking questions about why you’re not eating
35. Because someone pressures you to eat
36. Because you feel like you can’t say
38. Because you don’t want to stand out or be different from others who 
are eating
39. To please your mother or someone else who wants you to eat
Pleasure 3. Because you want to treat yourself
5. As a reward for having done something that you’re proud o f or feel
good about
6. Because you like to eat 
10. Because you deserve it
19. Because you feel good or are in a good mood
Source: Jackson et al. (2003)
According to Jackson et al. (2003), the four-factor motivations to eat measure 
is the validated instrument, whieh is both theoretieally-based and examines a range of 
psyehological motivations to eat. Furthermore, the motivations to eat measure can be 
used in large-scale researeh aiming to identify risk and protective factors associated
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with the development of eating disorders. In particular, they emphasised that their 
study extended knowledge about the psychologieal bases o f eating behaviours, as prior 
researeh focused on only coping and compliance motivations to eat. However, samples 
used in this study were limited to college students. As shown in the ease of Steptoe et 
al. (1995) limited data lead to problems in generalising beyond the sample used. Thus, 
Jackson et al. (2003) indicated that it would be necessary to measure with various 
different samples.
2.4. SUMMARY
Existing literature in relation to travel motivations and food choice have been 
reviewed and discussed in order to understand the general background to local food 
consumption in tourist destinations.
Previous studies have investigated travel motivations from a soeiology and 
social psychology aspect. This approach has been developed as, for instance, the 
Travel Career Ladder (TCL) and Travel Career Pattern (TCP), which explain different 
hierarchical steps affecting tourist behaviour. A perspective o f push and pull motives 
also showed that push motives are useful for explaining the desire for travel, and pull 
motives are a useful means for explaining the actual destination ehoice. This ehapter 
dealt with expectancy theories as a means predieting the effects o f tourist motivation 
on destination ehoice and understanding tourists’ needs, which are transformed into 
motivated behaviour. Seeking and escaping views indieated that pleasure travel is 
derived from an individual’s stimulation seeking or stimulation reducing to achieve 
the optimal level of arousal.
With respect to reviews of literature on food choice and preferenee, eonceptual 
models of the food choiee process and motivations to ehoose food were discussed. 
Food earries symbolic meanings and has psyehologieal importance beyond its nutritive
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value, which becomes secondary for many consumers. Therefore, it is essential to 
understand completely the values attributed to food and the reason for its ehoice. 
Additionally, several attributes o f the food ehoice process, a measure of factors 
influencing food choice and preferenee or motive to eat respectively at the individual 
level were shown.
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CHAPTER THREE
III. FACTORS INFLENCING 
LOCAL FOOD EXPERIENCE
3.1. INTRODUCTION
In the previous chapter, studies on travel motivations and food choiee were 
reviewed. This ehapter discusses nominated motivations (‘exciting and thrilling’; 
‘escape from routine’; ‘sensory appeal’; ‘health concern’; ‘cultural experience’; 
‘togetherness’; and ‘prestige’) and food-related personality traits (‘food neophobia’; 
and ‘food involvement’) as key factors prompting tourists to experience local food and 
beverages in a tourist destination based on the literature review in tourism and food 
researeh.
Y.G. KIM
49
C h a p te r  III . F actors in llu e n c in g  lo c a l fo o d  ex p er ie n c e
3.2. MOTIVATIONS TO CONSUME LOCAL FOOD
Even though there has been an awareness of the need to develop tourist 
motivation theories, existing approaehes only partially meet all the requirements for 
the current research, attempting to find motivations for choosing food in tourist local 
destinations. However, some theoretieal approach to motivational factors influencing 
food consumption can be found in the argument o f Fields (2002). Fields suggested that 
food-related motivations in tourism can be coneeptualised as a travel motivator within 
each o f four categories reeommended by McIntosh, Goeldner and Ritchie (1995): 
physieal motivators; eultural motivators; interpersonal motivators; and status and 
prestige motivators. Thus, this research adopts the aspect proposed by Melntosh et al. 
(1995) and Fields (2002) in order to examine tourist motivations to taste local food.
McIntosh et al. (1995) synthesised prior literature in relation to tourist 
motivations and elassified them into four categories: physical motivators; cultural 
motivators; interpersonal motivators; and status and prestige motivators. Fields (2002) 
stated that motivations for loeal food experience can be also recognised within each of 
these four categories. Firstly, the physical motivators refer to refreshment o f a person’s 
body and mind, physical rest, desire for recreation, participation in sports. These 
motivators are associated with reducing physical tension (McIntosh et al., 1995). 
Fields (2002) proposed that the physical motivators can be closely eonnected with the 
opportunity to taste new and exotie foods. Fields recognised eating activities as being 
physical in nature. In particular, eating local food can reflect a general preference for 
engaging in exciting kinds of activities or different experiences from daily life. Fields 
further emphasised food as a physieal experience through people’s sensory pereeptions, 
sueh as sight, taste and smell. Health eoncem about food, one of the physieal needs 
behind travel, ean be viewed as a reflection of the appeal of unfamiliar food in a 
tourist destination (Fields, 2002). Secondly, McIntosh et al. (1995) mentioned that the 
cultural motivators are related to the need to not only experience different cultures,
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such as lifestyle, music, food, and dance but also to gain knowledge about other 
countries in terms of eultural activities. With regard to food in tourism. Fields (2002) 
indieated that food can be included amongst cultural motivators because “when 
experiencing new local cuisines, we are also experiencing a new culture.” (p.38). 
Thirdly, interpersonal motivators are seen as a desire to meet new people, spend time 
with family and friends, visit friends or relatives, and/or get away from routine 
relationships (McIntosh et al., 1995). According to Fields (2002), having a meal 
during a holiday can be regarded as a means o f reproducing social relations. Lastly, 
McIntosh et al. (1995) included status and prestige motivators, whieh are associated 
with self-esteem, recognition and the desire to attract attention from others. From this 
point of view. Fields (2002) stated that eating nice food in a nice place ean be 
recognised as a means to be distinguished from others in the term of social status.
Based on the suggestion of Fields (2002), the current research considers
physical, cultural, interpersonal, and status and prestige categories as key approaches
to identify motivational factors influencing local food consumption in a tourist
destination. More specificaaly, motivational factors initially conceptualised in this
study could derive from these categories: ‘exciting and thrilling’; ‘escape from
       —  : -
routine’; ‘sensory appeal’; ‘health concern’; ‘cultural^xperience’; ‘togetherness’; and
‘prestige’. Hence, ‘exciting and thrilling’, ‘escape from routine’, ‘health concern’, and
‘sensory appeal’ were included in the physical motivator linked to refreshment o f a
body and mind, the opportunity to taste exotie foods, and seeking a fresh and
exhilarating environment. ‘Cultural experience’ was in the cultural motivator
associated with a desire to experience different cultures in other countries.
‘Togetherness’ was associated with the interpersonal motivator, related to the need to
spend time with family and friends and meet new people, and ‘prestige’ belonged to
the status and prestige motivator regarding self-esteem and personal development
(Fields, 2002; Melntosh et al., 1995).
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3.2.1 Exciting and thrilling
‘Exciting and thrilling’ is generally regarded as arising from an exciting 
experience, created through the medium of undertaking activities involving unusual 
happening or unknown risks (Zuckerman and Link, 1968). Urry (2002) considered 
excitement as one o f hedonie meaning items in terms o f leisure activities, and 
Zuckerman (1994) mentioned that: “thrill expresses a desire to engage in sports or 
other activities that provide unusual sensations o f speed or defiance of gravity, such as 
parachuting, scuba diving, or skiing.” (p.31). Therefore, excitement and thrill are 
associated with arousal seeking, representing autonomic sensation through 
inexperienced things (Urry, 2002; Zuckerman, 1994).
From a psychological perspective, several studies eonsider exeitement and 
thrill as the most important factor for seeking sensational experiences (e.g., Arnett et 
al., 1997; Diehm and Armatas, 2004; Fluker and Turner, 2000; Franques, et al., 2003; 
Goma-i-Freixanet, 1991; Joireman et al., 2002; Jonah, 1997; Levenson, 1990). These 
studies are mostly based on the Sensation Seeking Scale (SSS), which constituted four 
dimensions: ‘thrill and adventure seeking; ‘experience seeking’; ‘disinhibition’; and 
‘boredom susceptibility’ (Zuekerman et al., 1978). In particular, these studies identify 
that an individual participating in risky and adventurous activities may be a higher 
overall sensation seeker than others engaged in less risky activities involving fewer 
unique kinds of experience.
In leisure activities, Levenson (1990) attempted to measure the relationship 
between risk taking and personality. This work found that the dimension o f ‘thrill and 
adventure seeking’ is more relevant than the dimension o f ‘disinhibition’ in explaining 
the inclination toward participating in socially acceptable high-risk activities. 
Similarly, Goma-i-Freixanet (1991) applied the SSS for profiling personality in high 
risk sports. ‘Thrill and adventure seeking’ were found to be more appropriate than 
‘disinhibition’ and ‘boredom susceptibility’. The authors further added that sensation
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seekers participating in high-risk sports tend to be extraverted, eompared to others 
who are emotionally stable and eonformist. Jonah (1997) synthesised the literature 
associated with sensation seeking and risk driving. This study reported that ‘thrill and 
adventure seeking’ seemed to have the strongest relationship to driving, and high 
sensation seekers may be more willing to take risks in order to experience the 
exeitement and thrill related to such driving behaviours. Arnett et al. (1997) stated that 
sensation seeking was found to be related to reckless driving praetices, and high 
sensation seeking may lead to risk taking associated with exeitement and thrill. More 
reeently, Joireman et al. (2002) indicated that scores on ‘thrill and adventure seeking’ 
predicts involvement in ehess. Their interesting finding showed that chess ean be 
regarded as an exciting opportunity for experiencing relatively novel experiences and 
demonstrating dominance, even though it is considered as a low-risk aetivity. 
Franques, et al. (2003) suggested that people tend to seek excitement and thrill through 
socially accepted sports activities, and thrill and adventure can enable them to 
experienee a sense of achievement.
In fields of tourism, ‘exciting and thrilling’ is considered as an experience 
eharacterised by having ‘excitement’ as the crucial factor in travel activities (Lee and 
Crompton, 1992; Petrick, 2002). According to Mayo and Jarvis (I98I), a tourist tends 
to try new things, even at some risk, and a novel environment represents 
unpredietability for a tourist. They further mentioned that this unpredictability can be 
viewed as a source of arousal, whieh can attract tourists who need something new.
There are several studies, which investigate the effect o f exciting and thrilling 
experience on tourist motivation for a destination choice (e.g., Fluker and Turner, 
2000, Gilehrist et al., 1995; Pizam et al., 2002; Pizam et al., 2004). These previous 
studies have demonstrated thrill as one o f the pull motivations for travelling. Gilehrist 
et al. (1995) examined the usefulness o f the SSS for measuring the characteristics of 
tourist selecting adventure holidays. The sample in their study was seleeted from 47 
British tourists who had returned from overland travel holidays in Afriea, and they 
were asked to complete a questionnaire designed using the SSS. As a tesult, the British
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tourist expressed that ‘thrill and adventure seeking’ is a significant motive for overland 
travel holidays in Africa (Gilchrist et al., 1995). Fluker and Turner (2000) investigated 
traveller needs and motives for participating in a whitewater rafting experience in the 
Thomson River in Australia. The finding o f the study showed that tourists, who have a 
propensity for seeking a fresh and exhilarating environment, want to experience thrill. 
Moreover, Fluker and Turner (2000) stated that whitewater rafting is a risky and 
dangerous leisure activity providing an exciting and thrilling experience.
Pizam, Reiehel and Uriely (2002) explored the infiuenees o f the psychologieal 
characteristic of sensation seeking on the choice of tourist activities by using a 
questionnaire designed by the SSS. They identified that people who prefer to engage 
in adventurous or risky activities during travelling scored significantly higher on ‘thrill 
and adventure seeking’ than others who engaged in safer tourist activities. Similarly, 
Pizam et al. (2004) postulated that individuals who score high on combined risk-taking 
and sensation seeking, will not only engage in active, outdoor, and adventurous tourist 
activities, but also make their own independent travel arrangements. The results o f this 
study provided strong evidence that psychological characteristics, such as risk-taking 
and sensation seeking, have a significant effect on travel behaviour and choiee of 
tourist activities of the respondents. In addition, this study identified factors such as 
exciting and thrilling as the most important predictor in assessing the desire to engage 
in risky, impulsive, and adventurous activities offering individual unique sensations.
In counterpoint to studies dealing with exciting and thrilling as a key 
motivation in the context of tourism, relatively little research has been earried out on 
food experiences as exciting and thrill seeking in food studies. Otis (1984) suggested
that the SSS items related to food suggest that trying new foods refieets a general
preferenee for engaging in exciting kinds o f activities. Namely, a desire or willingness
to taste foreign food or regional beverages may eome from a need for exeitement, and
these kinds of seeking ean enable people to have exciting experiences through food. In 
addition, feelings of excitement or curiosity can evoke an expectation o f such food 
experiences (Lupton, 1996; Oliver 1997; Rust and Oliver, 2000). Lupton (lM 6) stated
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that the^eating^xperience brings excitement to people’s life, and its experienceis 
considered a means of improving oneself when expectation and satisfaction are 
combined. In other words, satisfaction with extraordinary meal experiences is caused . 
by the meal being unexpectedly or surprisingly pleasant (Lupton, 1996; Rust and 
Oliver, 2000). Sparks et al. (2003) also stated that the opportunity o f trying new, 
exciting and different foods is one o f the key reasons for eating out during holidays.
3.2.2 Escape from routine
Mayo and Jarvis (1981) recognised ‘escape’ as altered or different conditions 
o f environment, psychological outcome, and/or lifestyle. Transformation o f everyday 
is a means o f overcoming a sense o f anxiety or boredom, which consequently leads to 
enhanced freedom and satisfaction. This premise is supported by Mayo and Jarvis 
(1981) who assert that travel is one o f the most common means o f alleviating or 
escaping boredom.
In the context o f tourism, Iso-Ahola and Weissinger (1990) defined ‘escape 
from routine’ as the removal and/or reduction o f the perception that experiences 
available in the home environment are not sufficient to satisfy the need for optimal 
arousal. Pearce (I99I) further added ‘escape’ as a search for new experienee and the 
quest for adventure and exeitement. Crompton (1979) found that travellers seeking 
pleasure are motivated by socio-psyehological motives, such as escape from a 
perceived mundane environment: “the pleasure vacation context should be physically 
and socially different from the environment in which one normally lives” (p.4I6).
Previous literature has indicated that ‘escape form routine’ is regarded as a 
primary motivation in selecting a destination (e.g., Beh and Bruyere, 2007; Chang et 
al., 2006; Dunn Ross and Iso-Ahola, 1991; de Guzman et al., 2006; Jeng and Park, 
1997; Kim et al., 2006; Lee et al., 2004; Petrick, 2002). Generally, individuals seem to 
need change from their daily life, and travel ean provide a form o f change by allowing 
them to escape from routine or encounter something new (Crompton, 1979; Lee and
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Crompton, 1992; Lee and Lee, 2001). Dunn Ross and Iso-Ahola (1991) examined the 
motivation and satisfaction dimension o f sightseeing tourists. Two hundred and fifty 
five tourists visiting Washington D.C. completed a questionnaire. The ‘escape’ 
dimension was identified as a key element of a travel motivation, and it comprised 
‘forgetting about work and other responsibilities’ and ‘personal worries and troubles’. 
These findings were confirmed by Lee and Crompton (1992). They attempted to 
develop a scale related to tourists’ novelty seeking, a so-called ‘Novelty Seeking Scale 
(NSS)’. The study found four key dimensions of novelty seeking in tourism: ‘thrill’; 
‘surprise’; ‘change from routine’; and ‘boredom alleviation’. Change from routine was 
considered crucial in allowing tourists to experience something new from their daily 
life, and its items included relieving boredom; avoiding getting into rut; and travelling 
because o f the same routine. Several studies have supported a usefulness o f the factor 
of change from routine for various fields of tourism, such as theme park (Jeng and 
Park, 1997), golf vacationers (Petriek, 2002), and aboriginal tourism (Chang et al., 
2006). Beh and Bruyere (2007) identified specific tourist motivations at the three 
reserves in Kenya: Samburu, Buffalo Spring, and Shaba National Reserves. The 
motivational items were generated from previous studies on recreation experience 
preference and tourist motivation. They were completed by 465 tourists visiting the 
three reserves between May and August, 2005. A principal components factor analysis 
generated eight factors: ‘escape’, ‘culture’, ‘personal growth’, ‘mega-fauna’, 
‘adventure’, ‘learning’, ‘nature’, and ‘general viewing’. Items loading on the first 
factor were related to an escape motivation for travel to the reserves: ‘avoid 
responsibilities’; ‘get away from home’; ‘be away from crowds of people’; ‘get away 
from the usual demands of life’; ‘have a change from everyday routine’; ‘experience 
tranquillity’; ‘relax physically’; and ‘be away from the demands of home’.
In paricluar, the literature related to festival and events has found ‘escape from 
routine’ as a main motivation for travel. Lee et al. (2004) explored factors motivations 
and segmentation characteristics of tourists attending eultural events (the Kyongju 
World Cultural Expo in South Korea). A list o f 34 motivational items was initially 
generated from prior literature (e.g., Baekman et al. 1995; Crompton and McKay,
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1997; Formica and Uysal 1996; Schneider and Baekman 1996; Seott 1996). The 34 
statements were factor analysed to explain the underlying dimensions o f motivational 
behaviour related to attending this expo. The result o f the verification showed ‘escape’ 
included items that express a desire to escape from routine life, a need to relieve 
boredom, a change o f pace from everyday life, and a wish to relieve daily stress. 
Interestingly, 152 visitors were identified as escape seekers and had high mean scores 
on ‘escape’ and ‘novelty’. Similarly, Kim et al. (2006) investigated visitors motives 
related to the perceived level of environmental value at the International Festival of 
Environmental Film and Video (FICA) in Brazil. The motivational items, based on the 
existing literature on motivations for attending festivals and environmental values (e.g., 
Schneider and Baekman 1996) were completed by 422 visitors to the FICA. In this 
previous study, ‘escape from routine’ included: to get away from the demands o f life; 
to have a change from daily routine; and to enjoy the night life, de Guzman et al. 
(2006) also examined motivational factors o f Filipino local tourists participating in the 
Philippine festival. Thirty motivational items were chosen based on past studies on 
tourist motivation for attending festivals and events (e.g., Crompton and McKay, 1997; 
Gnoth, 1997; Gursoy et al., 2004; Lee and Lee, 2001; Scott 1996). In this research, 
escape from routine was demonstrated as one o f the motives for attending regional 
events, and it included statements related to escape from routine life, a change o f pace 
from everyday life, relieving daily stress, and relieving boredom.
Fields (2002) approached tasting local food as an inversion o f everyday reality. 
According to Davidson (2002), travellers attempt to play social roles that they are 
denied in their everyday life. For instance, middle-class tourists tend to play at eating 
like ‘peasant for a day’, whereas lowermfrddleiclassjo^ to play at eating like
‘nobility for a day’. That is, Davidson viewed food, as a tool o f being away from their
usual environments. A similar argument was presented in Passariello (1983), in a 
study on Mexican holidays. This study suggested that travellers seek role-reversal 
experiences, including eating, during the holiday that they cannot achieve in their 
routine life. The type of inversion or reversal experience with eating is determined by
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the attempt to transcend the feeling of routine life. In addition, Searpato (2002)
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pointed out that wealthy tourists sometimes travel long distances to attempt to eat the 
fresh and exotic fruits o f poverty, which is regarded as an inversion of daily life. With
respect to the moBe of culinary tourism experiences, there are tourists recognised as 
‘gastronomy tourists’ who seek to escape from their usual eating habits, such as 
routine dining, food shopping, and preparing a dish (Hjalager, 2003).
3.2.3 Sensory appeal
The senses give individuals the information they need to function (Stone and 
Sidel, 2004; Urry, 2002). Stone and Sidel (2004) stated that the senses receive 
information from stimuli bodies. The five senses o f hearing, seeing, taste, smell and 
touch respond to external stimuli that come from our bodies. Each sense works with 
the others to form a composite picture o f who we are physically, where we are, and 
what is going on around us. In terms of tourism, Urry (2002) indicated that tourism is 
marked by ‘sensory experiences’. Even though there has not existed a precise 
definition of sensory seeking in the context of tourism, after taking into account 
previous studies in relation to multi-sensory engagement in tourism, ‘sensory 
experiences’ ean be regarded as a need to experience tourism through sensation or 
feeling by tourists, perceived through specific sense modes, such as touch, smell, taste, 
sight, hearing or the sense of balance (Dann and Jacobsen, 2002, 2003; Synott, 1993; 
Porteous, 1985; Urry, 2002).
Several studies on the tourist experience demonstrated that tourism has 
become sensually more diverse, and a new trend o f tourist experiences as full o f 
multiple sensory experiences is considered as an important part of travelling pleasure 
(e.g., Boniface, 2001, 2003; Classen et al., 1994; Crawshaw and Urry, 1997; Dann and 
Jacobsen, 2002, 2003; Son and Pearce, 2005; Synott, 1993; Porteous, 1985). In 
addition, their researeh has affirmed that the tourist’s desire to experienee novelty or 
diversity should be associated with sensation seeking or sensory pleasure through such 
as touch, smell, taste and/or sight experiences in travel. For instance, Dann and 
Jacobsen (2002) suggested that travellers ean have a diversity of sensory experiences
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in a tourist destination, such as the smell and taste o f local food, visual images of 
heritage buildings, and auditory eues from traditional music. These experiences can 
remind others of a plaee that they visited. More specifieally, the scent experience in 
tourism contexts has been identified as the intangible value in the tourist attraction by 
more than simply seeing (Classen et al., 1994; Dann and Jacobsen, 2002, 2003). Son 
and Pearce (2005) asserted the significance of participating travellers’ own skin in 
tourism in relation to the tactile experience.
Synott (1993) mentioned that culture o f a region can be determined by the 
odour experience from a rural speciality, such as food or wine. In terms o f tourism, 
smell ean be considered as an outstanding way to evoke a memory, romance, and the 
exeitement o f travel (Classen et al., 1994; Dann and Jacobsen, 2002, 2003; Roadway, 
1994). Bennett (2001), who descried Granada in Spain by using a sensory experienee, 
recollected the gardens of the Alhambra: “the persistent perfiime o f orange blossom 
and jasmine did its damnedest to waft us back to the exotic days of the Nasrid sultans” 
(Bennertt, 2001 Cited in Dann and Jacobsen, 2003, p. 17). Dann and Jacobsen (2002) 
suggested that the fresh and exotic fragrance provided by a plant in the visited 
destination can play a critical role in simultaneously escaping unpleasantness in daily 
routine. According to Dann and Jacobsen (2002), odour provides not only a more 
direct encounter with the environment in comparing the abstract qualities o f sight but 
also memories of destination in constructing distinctions from general experiences. In 
order to captivate tourists’ interest in tourism destination, the application o f the smell 
can be considered as ingenuity, so called ‘smellitisers’, which can allow the overall 
authenticity of the place to be improved (Dann and Jacobsen, 2002, 2003; Fjellman, 
1992). According to Fjellman (1992), in the Epcot Centre at the Walt Disney World 
Resort, built for experiencing the future world the aroma canon, as ‘smellitisers’, 
creates the edge of a heart o f darkness atmosphere by filling the space with a musty 
odour.
According to Hall and Mitchell (2000), tasting, another one o f the sensual 
experiences, is a primary tourist motivation for travel. Moreover, several studies have
Y.G. KIM
59
C h ap te r III. Factors influencing local food experience
j^deiflified_&qd, one_^f tourism an essentially gustatory experience
( B o i ^ ee, 200jC j003: Cohen and Avieli, 2004; Dann and Jaeobsen, 2002; Hjalager 
and Corigliano, 2000; Son and Pearce, 2005; Synott, 1993; Porteous, 1985). Especially, 
since taste is regarded as an essential criterion for food consumption, people are most 
likely to consume food which they evaluate as tasty (Glanz et al., 1998). Therefore, the 
taste of food in tourism plays not only a erueial part in adding to the total destination 
image"IBuFalso become the ideal symbol of tourism consumption (Hjalager and 
Richardes, 2002). Also, the taste o f food ineluding regional beverages, loeal euisine 
and indigenous agricultural products, can be regarded as an attribute of re-emphasis or 
re-diseovery of the gustatory experience in travel (Bqnjface^ 2003 ; Cohen and Avieli, 
2004). Jones and Jenkins (2002) jnsisted that authenticity o f the taste experience is a 
crucial factor of tourism consumption, and the taste of loeal food seems to be a motive 
for visiting a tourist destination. Thus, they suggested that the gustatory experience 
can become a central tourism marketing tool. Use o f local food in destination 
marketing applies to a wide aspect of tourists’ sensory experiences of eultural identity 
and communication (Frochot, 2003), and flavour experiences in a tourist destination 
should be linked to .purchase intention for food souvenirs, such as wine and traditional 
cheese to be taken back home ( Boniface, 2001 ).
Crawshaw and Urry (1997) cited the argument of Rorty (1980), who stated 
that mental representations of the external world have been based on internalised 
visual images, ‘in the mind’s eye’. In terms of a pre-travel experience, brochures, 
video, TV advertising and Websites can play an important role in stimulating potential 
travellers’ need, because visual stimulation ean firstly impact potential tourists’ desires 
at the need-recognition stage (Goossens, 1994). More specifically, Cho et al. (2002) 
indicated that the visual experienee, a pre-trip experienee using a virtual destination on 
the Web, can have a significant effect on the pereeptions o f potential tourists toward a 
destination by replacing indirect and direct experience formed by those offline 
information sources. In this respect, Crawshaw and Urry (1997) pointed out that 
tourism involving visual stimulation of a plaee, and such a linkage between travel and 
visual consumption, like taking photographs in tourism has become one o f the
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dominant ways o f retaining memories o f places visited. Crawshaw and Urry 
interviewed tourists visiting the Lake District in the U.K. to investigate the effect of 
the tourist’ visual experience and photographic images on their perception of 
destinations visited. The results showed that pictures, which tourists had taken in the 
Lake District, were connected to their visual experience. Based on this result, they 
asserted that photographic images, originating from visual experiences, seem to enable 
the tourist to recollect the visited site, linking with physical landscape and personal 
nostalgia (Crawshaw and Urry, 1997). Similarly, souvenirs, bought in the visited place, 
can be regarded as a reminder in stimulating their memory. Thus, when tourists 
purchase souvenirs, they tend to consider logos or markers, representing the image of 
the destination (Turner and Reisinger, 2001). Visual image can be used for marketing 
o f tourism destination in order to promote visual experiences of food as a tourist 
attraction, because visual impressions have an effect on people’s perception 
(Hetherington and MacDougall, 1992).
3.2.4 Cultural experience
According to Berlyne (1966), exploratory behaviour is an expression of 
curiosity or interest, which is aroused by an environment perceived to be novel. This 
curiosity is associated with a need, a thirst or a desire for knowledge and new cultural 
expereicnes. Berlyne (1966) emphasised that the concept o f curiosity is a motivational 
pre-requisite for exploratory behaviour. Loewenstein (1994) considered exploration 
behaviour as activities related to gathering information about the environment. With 
regard to this point, Crompton and McKay (1997) mentioned that travel can be seen as 
a tool in satisfying a desire to gain knowledge and expand intellectual enrichment.
The World Tourism Organisation (1985) defined ‘cultural experience’ as the 
movements of tourists for essentially cultural motivation. These include study tours, 
performing arts, cultural tours, travel to festivals, visits to historic sites and 
monuments, folklore, and pilgrimages. Clarke (2000) further stated that in the terms of 
tourism, culture exploration can be regarded as the experience o f different customs,
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habits, traditions, and knowledge, which is mainly what motivates the tourists to 
perceive it as interesting. More specifically, Richards (1996) maintained that seeking 
unique travel experiences provides learning and enrichment. Additionally, when 
conceptualising authenticity in tourism, McCannell (1976) pointed out that authentic 
experiences are achieved through special or exotic foreign culture. Whilst, Okumus et 
al. (2007) argued that local culture can provide a tourist with an opportunity to 
experience the rich intangible heritage, including local food and wine at a destination.
Cultural experience has long been a central aspect o f the tourism field. This, as 
the desire to experience different cultures, appreciate the artefacts of previous cultures 
and learn history, has been considered as a key motivator in a diversity o f tourism 
fields including: motivations for visiting heritage attractions and destinations (e.g., 
Kerstetter et al., 2001; Poria et., 2004; Poria et al., 2006; Prentice et al., 1998); 
motivations for taking part in local leisure activities (e.g.. Funk and Bruun, 2007; Kim 
and Chalip, 2004); and motivations for attending festivals and events (e.g., Crompton 
and McKay; 1997; Lee and Lee, 2001; Lee et al., 2004).
With respect to cultural experience as a motive for visiting heritage attractions 
and destinations, Prentice et al. (1998) explored the extent that tourists learn at a 
historical attraction such as Discovery Point in Scotland. The findings suggest that 
even though non-learning motivations of taking a holiday and a social or family day 
out was the most frequent reason for a visit, the particular learning and the 
enhancement of general knowledge were ranked as the second motivation for visiting 
the historical attraction. Kerstetter et al. (2001) investigated tourists (n=1,047) visiting 
the 500-mile Path Progress National Heritage Tour Route located in Pennsylvania, 
U.S., considering motivations related to learning something new, personal interest in 
culture, history, and/or ethnicity and authentic elements. Their study claimed that 
visitors responded that it was (somewhat) important to me that: I learn something 
about a historical event (85%); I experience authentic elements (95%); and I 
experience the historic character (92%). Additionally, many participants (79%) 
indicated that T travel to the site for my interest in heritage, culture, and/or ethnicity’.
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Poria et al. (2004) examined the significance of travellers’ motivation for visiting a 
heritage site. Two different study sites were chosen: the Wailing Wall in Jerusalem 
and Masada in Israel; both are regarded as an important religious sites for Jews. They 
found the ‘cultural/educational experience’ dimension was the key tourist motivation. 
This dimension contained items: ‘to learn about the site’; ‘to see once a world famous 
site in my life’; ‘to know historical background’; and ‘to experience the physical 
nature o f the site’. In addition, Poria et al. (2006) revealed that the motivation-related 
‘willingness to learn’ played a crucial role in visiting the historical site o f the Anne 
Frank House in the Netherlands.
In terms o f cultural motivations for taking part in local leisure activities, Kim 
and Chalip (2004) investigated motivations and interest of potential American tourists 
in the 2002 FIFA World Cup held in Korea and Japan. A total o f 556 usable responses 
were obtained from members of American soccer clubs. Their results indentified that a 
need to learn about the destination and its culture had a significant effect on event 
interest. They further pointed out that culture, as a tourist motivation is supported by a 
knowledge learning perspective. Funk and Bruun (2007) investigated the tourists’ 
motivation for participating in a local leisure activity, the 2005 Gold Coast Airport 
Marathon in Australia. This survey was completed by 239 participants. Two 
motivations related to cultural exploration were identified: cultural experience and 
knowledge learning. Cultural experience included items such as: ‘to meet Australian 
people’; ‘to experience Australian lifestyle’; and ‘to visit historical sites’. Whereas, 
knowledge learning contained items, such as: to learn new thing; to explore different 
destinations; and to increase knowledge. Their finding indicated the marathon event in 
a foreign country can be viewed as a tourist attraction for tourists who seek something 
new and want education experiences. Additionally, taking part in local leisure 
activities can be regarded as a cultural experience to tourists (Funk and Bruun, 2007).
Several studies have identified cultural experience as a significant motivation 
for attending festivals and events. Crompton and McKay (1997) attempted to 
demonstrate the set o f motives which stimulated visitors to a festival in Texas, U.S.,
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organised by Fiesta San Antonio Commission. Their finding showed that cultural 
exploration was one of the central factors motivating participation in festivals. In 
addition, they maintained that cultural experience is distinguished from novelty 
seeking in that although both o f them are related to a desire to experience something 
new, cultural experience rather than novelty seeking is associated with a need to gain 
knowledge and expand intellectual enrichment. Lee and Lee (2001) also revealed that 
the cultural exploration dimension not only is a key component for attending a cultural 
event in South Korea, but also includes items, such as: ‘to increase cultural 
knowledge’; ‘to experience local custom’; ‘to experience foreign cultures’; ‘to see art 
and folk performances’; ‘to learn about cultural events’; ‘to enjoy arts and crafts’; ‘to 
enjoy new experiences’; ‘to enjoy culture in historical sites’. Extending their earlier 
research, Lee et al. (2004) verified the importance of cultural experience as an 
important motive for taking part in a regional culture event, the Kyoungju World 
Culture Expo, South Korea.
Mennell et al. (1992) explained that increasing levels of people’s interest in 
‘the sociology’ is reflected in a rise in an interest in eating. Synott (1993) pointed out 
that the culture of a region can be determined by the experience o f rural specialities, 
such as food or wine. This suggestion was supported by Askegaard and Madsen
(1998). They mentioned that tourists may wish to try the local specialities in the 
different parts of a foreign country. It seems to be that “to familiarise oneself with the 
local culture” (p.550) is something very important in relation to food products 
(Askegaard and Madsen, 1998). They also pointed out that the specific term ‘cuisine’ 
can be regarded as indicating special typical ingredients, combinations o f ingredients 
and preparation methods belonging to a certain country, region or ethnic group. 
According to Au and Law (2002), “food is a cultural process in that it signifies cultural 
meaning to those who consume it” (p.828), and Jang and Feng (2007) mentioned 
‘local cuisine and new food’ as one way of experiencing a different culture.
Crompton and McKay (1997) indicated that eating a particular food as a 
motivation for attending a festival seems to be a tool of experiencing a different
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cultural tradition. They found that tourist motivation for taking a vacation can be 
motivated bv a need to sample national, regional or local food and wine. Hialager and 
Corigliano (2000) stated that a combination o f travel with local products, such as 
eating a particular dish and drinking a local be^^ sharing the local culture.
They further argued that the improvement o f food image as being expressive of 
regional culture is necessary to develop local gastronomy tourism. Getz (2000) noted 
that the wine expenence pm  the tourist with an opportunity to learn local wine 
culture, explore table manners for drinking wine and gain knowledge about wine. 
Differences in use of ingredients, method o f preparation, cooking, and preserving food 
between countries can be considered as authentic or traditional culture (Fields, 2002; 
Scarpato, 2002). JTherefom^ authentic cultures play a motivational role in
providing something fresh to tourists. Additionally, Fields (2002) mentioned that: 
“cultural rnptiyators lead the tourist into learning about, and experiencing, the culture 
of societies other than their own” (p.38). Fields stressed that food can be an important 
cultural motivation for travelling. Also, Plummer et al. (2005) also suggested that food 
tourism can be considered as being closer to the host culture.
3.2.5 Health concern
According to Goodrich (1993), health consideration is an important motivator 
in tourism. Cornell (2006) fiirther mentioned that one of the major motivations for 
travelling for health is to increase well being and health, rather than relaxation. This is 
because tourists need not necessarily be hedonists, but they anticipate a beneficial 
outcome. Nevertheless, as Sayilia et al. (2007) indicated, there are few studies that 
show the relationship between health and tourism.
A few researchers (Cornell, 2006; Sayilia et al., 2007) have noted travelling as 
a tourist from the place of residence for health reasons. Travelling for health was 
simply about exploiting natural phenomena, such as sea water and mineral springs for 
their health benefits. The many spas represented the effective start of local and health 
tourism, since people believed that ‘taking the waters’ was good for their health
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(Swarbrooke and Horner, 2007). Nowadays these are provided as spas resorts, health 
resorts and resorts based around sea water. Those are to relieve stress or put right the 
effect of over-indulgence in people’s everyday lives (Cornell, 2006). In addition, 
leisure sports, such as golf, cycling, walking and mountaineering can be seen as a part 
of the tourist experience, combining pleasurable tourism and well being. More 
recently tourists have travelled for yoga and meditation (Cornell, 2006). Swarbrooke 
and Homer (2007) fiirther pointed out that even in tourist destinations where health 
concerns are not important, many hotels and resorts provide leisure facilities, such as 
gyms, Jacuzzis and swimming pools for customers’ well being.
In particular. Sparks et al. (2003) reported that 54.70% of respondents (n=459) 
responded that one o f the key motivations o f eating out on holiday is consumption of 
healthy food at a tourist destination. Hsu et al. (2007) emphasised that older tourists or 
seniors consider that the most important motives for travelling are to improve their 
health and physical abilities. In their study, in-depth interviews were carried out with a 
total of 27 senior tourists. The results identified that concern for health is found as an 
internal desire for travel, and health concern is related to improving well being. Sayilia 
et al. (2007) attempted to investigate tourist perceptions of spa tourism, amongst 104 
visitors to Kangal Fish Spring in Turkey. Their finding showed that the motivation for 
visiting the spa is to improve health (77.88%), and tourists believed that spas have a 
positive effect on their health (97.53%).
Eating food has been generally identified as having a significant relationship 
with health and the nutrition considerations o f people (Pollard et al., 2002). According 
to Glanz et al. (1998), as the income and education level of populations rise, food is 
believed to not only satisfy simple hunger but also to provide health benefits to people. 
Furthermore, Trondsen, Braaten, Lund, and Eggen (2004) suggested that key reasons 
for developing food products enriched with functional ingredients are to improve 
consumer welfare by providing new options to promote health through dietary 
choices; to maintain the beneficial effects o f the constituents attributable to a fresh 
product; to improve the sensory qualities o f food products; and to add new value to
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food products by offering health-promoting ingredients from other foods (Trondsen et 
al., 2004).
Many studies have investigated the important role of health benefits in relation 
to food concern. For instance, Glanz et al. (1998) demonstrated that the most 
important factor in food consumption is healthy lifestyle, which is related to the 
importance of taste, nutrition, cost, convenience, and weight control. Mooney and 
Walbourn (2001) showed that people avoiding certain foods tend to worry about 
weight, health and unnatural ingredients, and Sobal and Nelson (2003) found that 
people’s concern about consuming too many calories from food had an effect on 
weight control motivations. In addition, the participants believed that an increase in 
health is attributable to the absence of pesticide and medicine residues.
The work o f Schifferstein and Oude Ophuis (1998) focused on the role of 
health, and they found health consideration to be an important reason for buying 
organic foods. Lockiea et al. (2004) suggested that consumers’ willingness to buy 
organic foods is associated with this perceived health benefits. Similarly, Shiu, 
Dawson, and Marshall (2004) suggested that the general demand for health related 
products is growing through Europe at a rapid rate. Durham and Andrade (2005) 
investigated a food choice model for organic fresh fruit and vegetables. The findings 
of this study pointed out that the major reason for purchasing organic fresh fruit and 
vegetables is concern for health and the environment. Wier, Andersen, and Millock 
(2005) showed that the majority of Danish consumers who responded to a mailed 
questionnaire perceived organic products as healthier. Chryssohoidis and Krystallis 
(2005) identified that the important motives behind the purchase of organic products 
are healthiness of the organic food. Padel and Foster (2005) attempted to find the main 
elements related to organic fruit and vegetable choice in the U.K., and also found that 
the strongest motivation for purchasing organic fruit and vegetables was health.
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3.2.6 Togetherness
Several studies have shown that ‘togetherness’ includes socialisation and 
family togetherness (e.g., Clift and Forrest, 1999; Cliiff, Luongo, and Callister, 2002). 
‘Socialisation’ is regarded as the desire and willingness to meet new people from 
beyond the normal circle of acquaintance and to extend social contacts in travel (Shim, 
Gehrt, and Siek, 2005). On the other hand, ‘family togetherness’ refers to spending 
time and enjoying travelling with the family to strengthen family unity (Hallberg, 
2003). Socialisation and family togetherness have been identified as major factors in 
tourist motivation. Especially, Crompton and Mackay (1997) pointed out that a 
tourism distinction can be established between the desire to spend time with friends 
and associates (known-group socialisation) and the appeal of meeting new people or 
observing others (external interaction/socialisation). Thus, in this study, socialisation 
and family togetherness are included in ‘togetherness’ in a broad sense.
Wang (1999) pointed out that a key tourism function is to reinforce unity 
among family members. In addition, the idea of tourism shown as a significant factor 
of interpersonal authenticity can be regarded as including concepts such as a sense of 
community, brotherhood, and/or friendship (Wang, 1999). Therefore, given the nature 
of tourism as places where a large number of people with a common interest are 
gathered together, it is not surprising that socialisation and family togetherness have 
been shown to be an important dimension in tourist motivation (e.g., Buchanan and 
Rossetto, 1997; Clift and Forrest, 1999; Cliiff et al., 2002; Wang, 1999). The 
importance of being together has emerged from the majority of past studies into travel 
motivation as a vital element, for instanst, small shifting friendship groups characteris 
backpacker travel (Buchanan and Rossetto, 1997); senior couples dominate long 
distance car touring in Australia (Pearce, 1999); family togetherness has been 
identified as a main motivation for visiting zoos and attractions (Turley, 2001); 
opportunities for socialising and being sexually active with other men are important 
dimensions of holiday motivation for gay men (Clift and Forrest, 1999; Cliiff et al.
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2002); and family group visitng galleries are motivated by the opportunity to function 
as an intimate social unit in a public place (Axelsen, 2006).
In particular, the motivational factor related to personal relationships appears 
to be particularly important in attending festivals and events. Formica and Uysal (1996) 
showed statistical evidence, in the case o f the Umbria Jazz Festival in Italy. They 
found that visitors to events and festivals tend to be motivated by the socialisation 
element, and family togetherness, including family kinship and ties, is an important 
motivation among visitors. The importance o f being together as a family has emerged 
from the majority o f studies into festival and event motivation as an outstanding 
dimension, normally labelled ‘family togetherness’ (Backman et al., 1995; Crompton, 
1979; Formica and Uysal, 1998; Lee and Lee, 2001; Lee et al., 2004; Schneider and 
Backman, 1996; Scott, 1996).
Commensality, eating together, is the concept used to describe eating with 
other people, and commensal eating patterns can reflect the social relationships of 
individuals (Mennell et al., 1992; Sobal and Nelson, 2003). Davidoff (1976) pointed 
out that “who partakes o f the meal, when and where, helps to create the boundaries of 
the household, of friendship patterns, of kinship gradations” (p. 124). Eating together 
thus can build personal relationships, even develop functional relationships between 
individuals, and maintain desired forms of social integration (Mennell et al., 1992). 
Symons (1994) further stated that eating with people and friends generally satisfies a 
need for interaction with others, where conviviality establishes and reinforces social 
ties.
Several studies have seen eating with others as an ‘ideal’ or ‘proper’ meal (e.g., 
Prattala, Pelto, Pelto, Ahola, and Rananen, 1993: Rodrigues and Almeida, 1996; Sobal 
et al., 2002). Prattala et al. (1993) identified that participants in their survey seemed to 
believe that “eating company is important in making a meal a real one” (p.97). 
Rodrigues and Almeida (1996) showed that most respondents thought that an ideal 
meal should be eaten with people, such as family, friends, partners, or colleagues.
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Therefore, research on the act of eating together has focused on frequency of eating 
with others (e.g., Ackard and Neumark-Sztainer, 2001; Feunekes, de Graaf, Meyboom, 
and van Staveren, 1998; Shattuck et al., 1992; Warde and Martens, 2000) and 
commensal circles (e.g., Craig and Truswell, 1988; Rodrigues and Almeida, 1996). 
For instance, Shattuck et al. (1992) reported that 268 American couples averaged 
about 10 shared weekly meals, and 361 social networks consisting o f 15-year-old 
adolescents (n=347), their mothers (n=309), their fathers (n=270), their friends 
(n=240) in the Netherlands averaged 13 joint weekly meals (Feunekes et al., 1998). In 
addition, Warde and Martens (2000) showed that around three-quarters of people in 
the U.K. mention eating meals with family. Another study by Ackard and Neumark- 
Sztainer (2001) showed that adolescents (n=560) answered on average that they ate 
meals with their family five or more times per week, 12% for breakfast, 5% for lunch, 
and 69% for dinner. Craig and Truswell (1988) also found that 57% of a total o f 684 
married, cohabiting or engaged couples in Australia had meals at their parents’ homes, 
and 20% ate with their friends, and one third o f respondents reported eating alone on 
weekdays (Rodrigues and and Almeida, 1996).
Holiday meals have the potential to build personal relationships and strengthen 
social bonds. According to Fields (2002), eating food can enable people on holidays to 
be Qifferentiated from others and share their preference or taste with people at the 
destination. These shared experiences can add to the pleasure taken from the holiday. 
For example, Warde and Martens (2000) argued that eating out on holiday is a 
valuable social function of food. Respondents to their research reported that sharing 
food with others during travel is more important than the quality o f the food. 
Additionally, participating in festivals or events based on food and beverages can 
provide opportunities to enjoy being together and create a feeling of unity (Crompton 
and Mackay, 1997; Lee, Lee and Wicks, 2004). Ignatov and Smith (2006) pointed out 
that spending time with family and friends is one o f the reasons why tourists choose 
food attractions or wineries. They further added that chances to taste wine together 
make the pleasure of travel greater.
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3.2.7 Prestige
Several studies have indicated that the need for prestige distinctions may be 
reinforced by similarities in income, education, values, and the time available for 
holidays (Dann, 1977; Fields, 2002; Urry, 2002). Thus, Botha, Crompton, and Kim
(1999) recognised ‘prestige seeking’ as incresing individuals’ feelings of increased 
self-worth, helping them to feel like a better or different person, or to derive a feeling 
of accomplishment. In addition, Crompton and McKay (1997) suggested that prestige 
status is a desire to have high standing in the eyes of surrounding people.
‘Prestige seeking’ through travel can be considered as a wish to transcend the 
feeling of isolation inherent in routine life in a variety expression or the psychological 
need for recognition and attention from others (Dann, 1977; Goeldner and Ritchie, 
2005; McIntosh et al., 1995). According to Dann (1977), a tourist’s motivation is 
associated with the need to be recognised, to have their ego or confidence boosted, and 
to gain personally and psychologically from tourism. This suggestion has been 
supported by several studies, which indicate that serious or risky leisure or tourism 
activities may imply a significant link between the chosen leisure or travel pursuit and 
its impact on prestige status. For example, Loewenstein (1999) stated that people can 
be motivated to take part in mountaineering because of its prestigious status. Through 
a study on rock climbing, Kiewa (2001) also found that perceptions o f control over 
oneself and the structure o f the activity contributed to desired self-expression, and the 
author further added that risky leisure activity is linked with the notion o f self- 
expression, and the impression it provides o f a positive self-image to others. Willming 
and Holdnak (2002) mentioned that serious leisure activities provide a source o f self­
esteem, thereby it may have an affect on improving participants’ prestigious status in 
mind.
According to Sharpley (2004), the opportunity for self-esteem is directly 
related to the potential for satisfaction o f Maslow’s hierarchy framework (1970). That 
is, telling or presenting what travellers attained through a suntan, photographs of
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destinations in travel, and sending a postcard to their friends can be recognised as the 
ultimate status symbol of T was here but you were there’. Riley (1995) showed 
prestige related to attitudinal constructs and their role as mediators of travel decision­
making. The author stated that prestige-worthiness can be interpreted from tourists’ 
travel episodes, and variety o f cases happened during holidays that can also be 
regarded as prestige-worthiness through travel experiences. Mill and Morrison (2006) 
supported this argument, maintaining that individuals may have hidden motivations 
for travelling, in that they want to impress their neighbours or work colleagues by 
showing travel expereicne.
Fodness (1994) pointed out that people sometimes use eating certain types of 
food to differentiate themselves from others, and this behaviour is linked to prestige
SSn5i^ r l^pecifrcallyr^%aSi%^^^
by a desire for recognition and attention from others in the context of gasfrbhbmic " 
tourism. For example, a need for luxury and nice food and the availability o f  good 
restaurants on holiday is recognised as a value expressly linked to self-esteem, which 
impresses people (Fodness, 1994). Similarly, Reynolds (2002) pointed out thaf eating 
food in a nice restaurant and being seen to eat there can be considered as a way of 
drawing distinction status. The work of Pollard et al. (2002) commented that ordering 
a .vegetarian meal, dining at a trendy restaurant, or eating exotic cuisine can be 
interpreted as a symbol o f the individual’s social status. Also, past research viewed a 
tourist’s desire to gain knowledge about traditional food or wine as expressing their 
image and prestige to others (Hall and Winchester, 2001). Therefore, Fields (2002) 
argued that expression of self-esteem can be increasinglyjemphasised, as the indistinct 
nature of class boundaries gradually disappears.
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3.3. FOOD-RELATED PERSONALITY TRAITS AND 
LOCAL FOOD CONSUMPTION
Cohen and Avieli (2004) suggested that gastronomy tourists seem to show 
ji^MHc^and/or_high_fppd;;im/qlyedLin(^^^ toward new
food experiences. They further pointed out that in order to examine eating unfamiliar 
foreign food at a tourist destination, it is needed to consider the personality traits, 
because these may predict the likelihood of future food intake (Cohen and Avieli, 
2004; Kim et al., 2010). Several studies have emphasised that these food-related 
personality traits can be a crucial determinant influencing food consumption when 
conducting research on food habits and food intakes (Bell and Marshall, 2003; Brown, 
Havitz, and Getz, 2006; Pliner and Hobden, 1992). Thus, the current research 
considers a perspective o f food-related personality traits to identify other 
considerations affecting local food consumption in tourist destinations.
3.3.1 Food-related personality traits
Privons studies have suggested that it is necessary to consider the personality 
traits o f food neophobia and food involvement, which may predict the likelihood of 
future food intake in comsumption o f unfamiliar, foreign, and exotic food 
consumption at a tourist destination (Cohen and Avieli, 2004; Kim et al., 2010). Thus, 
the following section discusses food neophobia and food involvement, regarded as key 
factors affecting local food consumption in tourist destinations.
3.3.1.1 Food neophobia
Several studies have considered that consumers may be wary of novel foods 
and have a fear of exotic foods, and this is realted to neophobia tendencies (Pliner and
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Hobden, 1992; Pliner and Melo, 1997; Ritchey, Frank, Hursti, and Tuorila, 2003). In 
general, individuals exhibiting neophilia have been identified as able to discriminate 
food items in their taste evaluations and hedonic ratings (Pliner and Hobden, 1992; 
Ritchey et al., 2003); thereby they tend to seek something new as a means of 
increasing sensation and pleasure. Pliner and Hobden (1992) remarked that food 
neophilia may be associated with possessing a different taste physiology, which 
enables individuals to experience more pleasure from food.
Pliner and Hobden (1992) developed the Food Neophobia Scale (FNS), which 
used 7-point likert scales to measure the degree of agreement or disagreement to each 
of 10 items selected to represent different attitudes to new food (see Table 3.1).
Table 3.1 Items of food neophobia scale (FNS)
Items of the FNS
1. I am constantly sampling new and different foods
2. I don’t trust new foods
3. If  I don’t know what a food is, I won’t try it
4. I like foods from different cultures
5. Ethnic food looks too weird to eat
6. At dinner parties, I will try new foods
7. I am afraid to eat things I have jiever had before
8. I am very particular about the foods I eat
9. I will eat almost anything
10.1 like to try new ethnic restaurants 
S ource : Pliner and Hobden ( 1992)
*Note: Each item has a 7-point Likert response set: disagree strongly, disagree moderately, 
disagree slightly, neither disagree nor agree, agree slightly, agree moderately and agree 
strongly
Pliner and Hobden (1992) attempted to measure consumers’ attitudes towards 
unfamiliar foods and assess the trait of food neophobia, which is defined as a 
reluctance to eat or avoidance of new foods. They distributed the FNS amongst 175 
chefs and food service professionals, who were members o f the American Culinary
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Federation. Final data obtained from 64 respondents were analysed. Pliner and 
Hobden (1992) found that food neophobia positively correlated with fear and anxiety 
measures and negatively correlated with foreign food familiarity, finickiness, and 
sensation seeking. Moreover, Pliner and Hobden (1992) showed the influence of 
demographic factors: there was no gender effect, but, there was a negative correlation 
with age. Pliner and Hobden (1992) also identified food neophobia as a personality 
trait and an enduring part of personality in terms of food research.
Since Pliner and Hobden published the FNS, there have been many studies, 
using the FNS to determine general attitudes toward new foods and analyse 
consumers’ perceptions of a certain type of food (e.g., Arvola, Lahteenmaki, and 
Tuorila, 1999; McFarlane and Pliner, 1997; Pelchat and Pliner, 1995; Raudenbush and 
Frank, 1999; Ritchey et a l, 2003; Tuorila, Anderson, Martikainen, and Salovaara, 
1998; Tuorila, Lahteenmaki, Pohjalainen, and Lotti, 2001; Tuorila, Meiselman, Bell, 
Cardello, and Johnson, 1994). More specifically, these studies have used the FNS to 
assess the influence o f a wide variety of independent variables on willingness to try 
novel foods, and they have also shown that the FNS is an accurate predictor to 
measure consumers’ perceptions or attitudes toward novel foods. For example, Tuorila 
et al. (1994) used the FNS with U.S. participants to evaluate unfamiliar Finnish 
products and relatively unfamiliar American products. They found that neophilic 
respondents rated all foods more favourably than neophobics. In addition, Tuorila et al. 
(1994) showed that there were other environmental elements influencing consumers’ 
attitudes toward new foods, such as product information, resemblance to more familiar 
foods, and product exposure, which reduced the initial neophobic response.
Indeed, Pliner and Hobden (1992) mentioned that even though there are 
individual differences in the neophobic tendency, there may be other environmental 
elements, which can increase or decrease willingness to try new foods. Thus, this 
suggestion was also supported by the later study o f Pelchat and Pliner (1995), which 
found that providing positive information that a new food tasted good increased 
subjects’ willingness to taste this food. McFarlane and Pliner (1997) used the FNS to
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analyse the effect o f different types of information on consumers’ attitudes toward 
unfamiliar foods. Tuorila et al. (1998) tried to identify differences in the acceptance of 
a new snack comparing the answer of neophilic people to that of neophobic people. 
Raudenbush and Frank (1999) analysed the differences in intention to buy and 
acceptance of different types of food (e.g., well-known and unknown). They showed 
that the negative attitude o f neophobic people towards new products influenced their 
acceptance and their intention to buy these foods.
A few studies have been interested in the factor structure and scaling issues of 
the FNS (Tuorila et al., 2001; Ritchey et al., 2003). This is because Diamantopoulos 
and Siguaw (2000) pointed out two important advantages of multiple items: can 
improve a measure’s reliability; and permit assessments in the measurement phase that 
can contribute to a scale’s construct validity. Thus, data obtained for respondents has 
been examined using factor analysis (Tuorila et al., 2001; Ritchey et al., 2003). Tuorila 
et al. (2001) examined people’s willingness to try unfamiliar and familiar foods in 
terms of food neophobia. They attempted to provide the factor structure and the 
validity of the FNS using factor analysis. Even though Pliner and Hobden (1992) 
found no gender effect on food neophobia, Tuorila et al. (2001) showed that the 
neophobia among men was stronger than among women and stronger among older 
people than younger people. Also, in factor analysis, the items of the FNS loaded on 
two factors: the first factor was labelled ‘the interest in new foods’; and the second 
factor was named ‘general concern about trying unknown foods’. Tuorila et al. (2001) 
concluded the FNS seemed to be a valid instrument to measure consumers’ attitudes 
toward new foods.
In another study, Ritchey et al. (2003) aimed to assess a validation and cross­
national comparison of the FNS using confirmatory factor analysis with data collected 
in U.S. (n=867), Sweden (n=902) and Finland (n=1083). As a result, they suggested 
that the FNS is unidimensional, and using six items derived from of the FNS can be 
more valid rather than using the original 10 items o f the FNS. More specifically, 
Ritchey et al. (2003) recommended that: “item 5 (‘ethnic food looks too weird to eat’)
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refers to a specific sensory dimension of food (its appearance) and does not refer 
directly to food familiarity or to willingness to try a food, and item 9 (T will eat almost 
anything’) is perhaps too general (e.g., it is especially a problem for vegetarians who 
are very willing to try new foods, but do not eat meat)” (p. 171). They further stated 
that even though excluding item 2 (T don’t trust new foods’) and 8 (T am very 
particular about the foods I eat’), six items were sufficiently supported to enable for 
comparison o f food neophobic tendency across three different countries, such as U.S., 
Finland, and Sweden. Ritchey et al. (2003) further indicated that these six items o f the 
FNS precisely predicts responses to new or unfamiliar foods.
3.3.1.2 Food involvement
Different approaches were used to measure the construct of involvement, and 
researchers incorporated several other variables related to attitudes about food, but not 
restricted only to involvement (Bell and Marshall, 2003). Bell and Marshall (2003) 
investigated the potential effects of the food related personality traits o f food 
involvement on various relationships between food choice motives and the consumer’s 
behavioural intentions to purchase foods. The authors assumed that people’s ‘food 
involvement’ could be regarded as a stable characteristic, and people with a high level 
o f food involvement are able to make better discriminations between food items in 
their sensory evaluations and hedonic ratings.
Bell and Marshall (2003) regarded food involvement as the extent to which 
people enjoy talking about food, entertain thoughts about food during the day, and 
engage in food-related activities. Therefore, Bell and Marshall attempted to develop a 
measure of the characteristic o f food involvement using Goody’s (1982) five phases of 
the life cycle of food: food acquisition, preparation, cooking, eating and disposal. 
‘Acquisition’ relates to buying and shopping for food and the associated decisions and 
responsibilities, and ‘preparation’ is associated with the processes involved in 
preparing food including washing, cleaning, cutting, slicing and dicing food. 
‘Cooking’ is a process, transforming the product through the application o f heat, either
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directly or indirectly, to change the texture and palatability of the food in a way that 
makes it more acceptable to the consumer. ‘Eating’ involves ingesting the food, 
sharing food, and serving food. ‘Disposal’ is related to clearing up the remnants of 
meals and snacks, washing up and clearing the dishes. These steps follow on 
sequentially as a series o f behaviours that consumers engage in. Each step is an 
integral part of behaviour, and what is acquired determines what can be prepared or 
cooked, which in turn determines what can be eaten. Bell and Marshall (2003) 
considered that this level of involvement can be influenced by the extent to which 
people take responsibility and exercise some control over these provisioning tasks. 
Thus, they developed the food involvement scale (FIS), consisting o f a final 12 items, 
associated with the five activities of the food lifecycle. Bell and Marshall (2003) found 
that measures of food involvement were associated with discrimination and hedonic 
ratings for a range of foods and suggested that food involvement was a significant 
mediator to consider when undertaking food research regarding food choice and 
preference (see Table 3.2).
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Table 3.2 Items of food involvement scale (FIS)
Items of the FIS
1.1 don’t think much about food each day
2. Cooking or barbequing is not much fun
3. Talking about what I ate or am going to eat is something Hike to do
4. Compared with other daily decisions, my food choices are not very important
5. When I travel, one o f the things I anticipate most is eating the food there
6 .1 do most or all o f the clean up after eating
7 .1 enjoy cooking for others and myself
8. When I eat out, I don’t think or talk much about how the food tastes
9 .1 do not like to mix or chop food
10.1 do most or all o f my own food shopping
11.1 do not wash dishes or clean the table
12.1 care whether or not a table is nicely set 
Source: Bell and Marshall (2003)
*Note: 7-point scale with labelled endpoints, from disagree strongly to agree strongly
Bell and Marshall (2003) suggested that the FIS consisting o f 12 items was 
associated with the five of the activities of the food lifecycle: acquisition (items 4 and
10); preparation (items 9 and 12); cooking (items 2 and 7); eating and procurement 
(item 1); eating (items 3, 5 and 8); and disposal (items 6 and 11).
A few more recent studies have compared the FIS with other constructs to 
investigate food-related personality traits in relation to food choice. Marshall and Bell 
(2004) compared the FIS with other constructs possibly mediating sensory 
discrimination and food choice. Having assumed a relationship between food 
neophobia and food involvement, they believed that “high food-involved individuals 
may be more inclined toward new food experiences, i.e. more neophilic” (Marshall 
and Bell, 2004, p.236). They identified that there was a significant but low inter­
correlation (r=0.27, p<0.001) between the FIS and food neophobia. This result 
coincided with the previous work of van Trijp, Hoyer, and Inman (1996), which found 
significant correlations o f food involvement and food neophobia. Bell and Marshall
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(2003) demonstrated that measures of food involvement were associated with 
discrimination and hedonic ratings for a range o f foods in a laboratory setting. These 
findings suggested that food involvement, as measured by the FIS, is an important 
mediator to consider when undertaking food research regarding food choice and 
preference. Eertmans et al. (2005) investigated the relationship between food-related 
personality traits, specific food choice motives and food intake. The FIS and FNS 
were used to measure personality traits, and the food choice questionnaire (FCQ) was 
used to assess specific motives. Their findings showed that motives, such as sensory 
appeal and health, mediated the effect of food involvement on intake o f specific food 
categories. The relation of motives with both food intake and dietary healthfulness 
appeared to vary with level o f food involvement or food neophobia. Chen (2007) 
examined what motives determine consumers’ attitude to organic foods in Taiwan, 
which in turn influence subsequent purchase intentions. Chen found that the food- 
related personality traits of food neophobia and food involvement had significant 
effects on the relationships between some of the food choice motives and the 
consumer’s attitude to organic foods, but, only food involvement had an effect on the 
consumer’s intentions to purchase organic foods.
Table 3.3 summarises the related previous research on food-related personality
traits.
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Table 3.3 Cases of research on food-related personality traits
Researcher Objectives Findings
Pliner & Hobden 
(1992)
Tuorila et al. 
(1994)
• To develop the FNS 
measuring the degree o f 
agreement or disagreement
• To evaluate novel Finnish 
food and American food by 
using the FNS
• 10 items selected to represent 
different attitudes to new food
• Neophilic rated all foods more 
favourably
• Identified other environmental 
elements influencing consumers’ 
attitudes
Beharrell & • To understand why certain
Denison (1995) routine shopping can give rise
to high involvement behaviour
• Routine shopping was not low 
involvement and the powerful 
influence o f involvement on purchase 
intentions
McFarlane & 
Pliner (1997)
Arvola et al. 
(1999)
• To examine the effect o f 
information on consumers’
attitudes toward novel foods by 
using the FNS
• To examine the influence of 
neophobia on purchase
intentions for cheeses by using 
the FNS
• General nutrition information 
increased willingness to eat new food 
in people for whom nutrition is 
important
• Neophobic people rated the attitudes 
and expected and actual taste 
pleasantness lower than neophilics for 
all cheeses
Raudenbush & 
Frank (1999)
Juhl & Poulsen 
(2000)
• To investigate the differences 
in intention to buy and 
acceptance o f different types of 
food
• To determine importance o f 
the different antecedents for 
product involvement in fish and 
investigate the influence o f 
involvement on behaviour
• The negative attitude influenced 
neophobic people’s acceptance and 
intention to buy new foods
• The consumers’ involvement 
ensured that sign value and utility had 
effects better enjoyment o f shopping 
and higher fi-equency o f usage
Candel (2001) • To conceptualize a relevant
construct for understanding
consumer behaviour towards 
foods
Olsen (2001) • To investigate the importance
of attitude and norm in 
explaining seafood involvement 
and behaviour
• Involvement o f food products was 
negatively related to the perceived 
convenience orientation o f people
• Negative feelings and moral 
obligation were the most significant 
predictors o f involvement
Source: by the Author
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Table 3.3 (continued)
Researcher Objectives Findings
Tuorila et al. 
(2001)
Bell & Marshall 
(2003)
• To investigate people’s • The neophobia among men and 
willingness to try unfamiliar r r v t l i d  Instrument to
and familiar food in terms o f 
food neophobia
• To examine the relationship 
between food involvement and 
food choice variables 
- Construction o f the FIS to 
develop a reliable scale 
measuring on a continuum an 
individual’s level of 
involvement with food
measure consumers’ attitudes toward 
novel food
• Presented the FIS consisting 12 
items: acquisition (items 4 and 10); 
preparation (items 9 and 12); cooking 
(items 2 and 7); eating and 
procurement (item 1); eating (items 3, 
5 and 8); and disposal (items 6 and 
11)
Ritchey et al. 
(2003)
Marshall & Bell 
(2004)
• To assess a validation and • Using the six items derived form of 
cross-national comparison o f the FNS was more validated rather 
the FNS using confirmatory than using the original 10 items o f the 
factor analysis FNS
• To compare the FIS measure 
with other constructs reflecting 
potential mediators o f sensory 
discrimination and food choice
• FIS and Food Neophobia 
significantly inter correlated
are
Eertmans et al. 
(2005)
Chen (2007)
• To determine the relationship 
among food-related personality 
traits, specific food choice 
motives and food intake
• The relation o f motives with both 
food intake and dietary healthfulness 
appeared to vary with level o f food 
involvement or food neophobia
• To investigate what motives • The food-related personality traits
determine the consumer’s o f food neophobia and food
attitude and purchase intention involvement exert moderating effects
for organic foods in Taiwan on the relationships between food
choice motives and consumers’ 
attitude to organic food
Source: by the Author
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3.3.2 Tourist’s characteristics influencing local food consumption
Many studies have been interested in classifying tourist typologies, which have 
been recognised as a key issue in the context o f tourism (e.g., Cohen, 1972, 1973, 
1974, 1979; Uriely, 2005; Uriely and Belhassen, 2005; Uriely, Yonay and Simchai, 
2002). These studies on segmenting tourists into different groups have attempted to 
find what the. specific tourist wants. More specifically, an explanation of 
conceptualisations of the tourist typology began with the work of Cohen (1979): 
“tourism is essentially a temporary reversal of everyday activities-it is a no-work, no­
care, no-thrift situation” (p.181). From a sociological perspective, Cohen (1974, 1979) 
developed a theoretical typology o f traveller experiences with regard to individual 
tourist interest in the culture, social life, and natural environment. Also, based on 
Cohen’s conceptualisations of the tourist typology, a few studies have suggested a 
mode of culinary experiences o f tourists. Therefore, this section reviews modes of 
general tourists and then discusses modes of culinary experiences of tourists.
The theoretical typology, dealing with the tourist experience, is classified into 
five aspects: the recreational mode; the diversionary mode; the experience mode; the 
experimental mode; and the existential mode (Cohen, 1979). Each o f the five modes 
presented in this typology addresses both the tourists attitude toward the individuals 
own culture and routine living, and the motivations and meaning that individuals’ 
assign to the engagement in the cultures o f the visited destinations. A number of 
studies have indicated that a reliable and valid typology of Cohen’s five modes can be 
characterised in two ways (e.g., Uriely, 2005; Uriely and Belhassen, 2005; Uriely et al., 
2002). Firstly, a typology of tourists, as a useful and consistent instrument reveals the 
tastes and preferences of tourists in different situations and attempts to relate these to 
attributes of the location. Secondly, a typology is an abstract portrayal of the theory or 
paradigm that underpins it (see Figure 3.1).
Y .G . K IM
83
C h ap te r III. Factors influencing local food experience
Figure 3.1 Five modes of tourists
Attitudes 
To Routine
Meaningful
Recreational Humanistic
Simple
Pleasure ^
Experiential
Diversionary Experimental
Existential
1r
Tourism
Motivation
Profound
Exnerience
Alienated
Source: Cohen (1979)
The first mode is described as the ‘recreational’, in which individuals step 
outside the normal and the ordinary in search o f entertainment (Cohen, 1979). This 
type of experience is associated with the enjoyable relief provided by various forms of 
mass entertainment, such as theatre, cinema, television, sporting events, regarded as 
shallow leisure activities. This type of tourism experience has its origins in the need to 
“take a break” from the pressures of routine work in order to restore the strength 
needed to cope. According to Cohen (1979), people, engaging in the recreational mode 
of tourist experience, can be committed to the centre o f their own society even though 
they are stressed within their daily life. ‘Diversionary mode’ is when an individual 
breaks out of the stress o f everyday life for a moment. This mode is associated with a 
mere escape from the boredom and meaninglessness o f routine everyday existence 
into the “forgetfulness o f holiday” through superficial leisure. The third type o f tourist 
experience, the ‘experiential mode’, starts with the awareness of meaning outside the 
confines of one’s own society and the search for authentic experiences of social life.
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culture and nature sought elsewhere. This mode o f traveller tends to enjoy observing 
the authentic life of others, without seeking to change their own life. The fourth mode 
is the ‘experimental mode’. Alienation mentioned here deeply affects individuals, who 
are in danger of losing themselves in everyday life and who make the effort to 
rediscover themselves in another context, either through nature or through a social 
world that is foreign to them. The fifth form is the ‘existential mode’, which includes 
travellers who are fully committed to an “elective spiritual centre” that is external to 
the mainstream of their own society. This mode is associated with pilgrimage 
experiences, which are represented as the fact that their centre is a part o f their 
mainstream culture at home and is determined from birth rather than individually 
selected. Cohen (1979) provided an instance of this mode o f the tourist experience 
with the immigrant, who wishes to encounter spiritual roots while visiting their 
country of origin.
The additional sixth mode, the ‘humanistic mode’, presented by Uriely et al. 
(2002) is related to the experience of tourists who may perceive their routine living at 
home as meaningful, yet still feel the need to search for profound experiences while 
travelling. Cohen recognised that there was a failure to notice individuals who may be 
attached to more than one spiritual centre in the original five modes of the tourist 
experience. The original typology does not explain an optional mode of experience 
such as an individual who may travel in the experiential, experimental, or existential 
modes without being away from their own society’s culture (Cohen, 1974, 1979; 
Uriely and Belhassen, 2005; Uriely et al., 2002).
Use of the construct of food-related personality traits in tourism research 
contexts is still in its early stage. The research on attraction and impediment of food 
and beverages in tourism showed that food neophobic tendencies can be considered as 
an outstanding element, because eating involves actual bodily involvement with the 
intake of food and beverages (Cohen and Avieli, 2004). However, based on Cohen’s 
conceptualisations o f the tourist typology, a few studies have suggested a mode of 
culinary experiences o f tourists. This mode of tourism and gastronomic lifestyles
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showed tourist attitudes and preferences for tasting local food and beverages, linking 
to food neophobia and food involvement according to four categorisations: 
recreational, existential, diversionary, and experimental gastronomy tourists (Cohen 
and Avieli, 2004; Hjalager, 2003).
In the mode of ‘recreational gastronomy tourists’, tourists tend to appreciate 
and actively seek the familiarity of their home foods and beverages during their 
holidays (Cohen and Avieli, 2004). Hjalager (2003) stated that the recreational 
gastronomic tourists not only engage in self-catering during holidays but also prefer to 
stay in self-contained accommodation. Thus, they sometimes bring familiar 
ingredients to their holiday. From this point of view, Cohen and Avieli (2004) 
proposed that recreational gastronomy tourists tend to show neophobic tendencies. 
This is linked to a tendency o f recreational tourists to dislike exposing themselves to 
foreign cultures and the strangeness of the host environment (Cohen, 1974, 1979). 
Therefore, Hjalager (2003) argued that tasting local food and beverages seems to be 
not important, and entertainment or events related to local food may be limited to 
activities that afford watching without participation.
Hjalager (2003) noted that ‘diversionary gastronomy tourists’ are the kinds of 
people wanting to escape from routine eating habits, such as food shopping and 
cooking. Thus they tend to like easily available local food and plenty o f food provided 
by popular and ehain-restaurant businesses. Cohen and Avieli (2004) maintained that 
diversionary gastronomy tourists prefer and seek familiar dishes rather than exotic 
foods, because they also have neophobic tendencies. For diversionary gastronomy 
tourists, Hjalager (2003) suggested that quantity, not quality, o f local food and 
beverage is essential rather than haute cuisine.
Cohen and Avieli (2004) remarked that ‘experimental gastronomy tourists’ 
having neophilic tendencies seek more direct experience o f authenticity of local food 
and beverages. They actively pursue trying new ingredients, new ways of eating and
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preparing food. Food and wine styles and cuisines are also recognised as a part of their 
prestige (Cohen and Avieli, 2004; Hjalager, 2003).
‘Existential gastronomy tourists’, having neophilic tendencies, seek local food 
and beverages, as well as eating experiences (Cohen and Avieli, 2004; Hjalager, 2003). 
Consumption of local food and beverages not only satisfies their hunger but also 
supports their interests in local cultures. According to Cohen and Avieli (2004), 
existential gastronomy tourists consider experiences o f local food as a means of 
gaining in-depth knowledge about the local cuisine, wine, beverages and of the 
destination’s culture. Thus they prefer special restaurants, ‘where only the locals eat’, 
particular wineries and special vineyards rather than typical local restaurants and 
popular restaurants.
3.4. PROPOSED THEORETICAL FRAMEWORK
Based on the argument o f Fields (2002), this study regarded physical, cultural, 
interpersonal, and status and prestige categories as important approaches to identify 
motivational factors influencing local food consumption, and initially conceptualised 
key motivational factors: ‘exciting and thrilling’; ‘escape from routine’; ‘sensory 
appeal’; ‘health eoneem’; ‘cultural experience’; ‘togetherness’; and ‘prestige’.
These motivational dimensions were also based on theories of travel 
motivations and food choice discussed in the second chapter. These theories provided 
important clues, allowing the current study to suggest potential motivations to taste 
local food in a tourist destination. For example, the theory o f needs-based motivations 
(e.g., Crompton, 1979; Pearce, 1988; Pearce and Lee, 2005) presented the importance 
of psychological needs in travel motivation. Linked to this, ‘exciting and thrilling’ and 
‘escape from routine’ were recognised to be key motivations to taste local food at a 
tourist destination in the current research. The TCP (Pearce and Lee, 2005) showed
Y.G. KIM
87
C h ap ter III. Factors influencing local food experience
key dimensions such as novelty (e.g., experience something different), which can be 
linked to ‘exciting and thrilling’ and escape/relax (e.g., getting away from everyday), 
which can be connected with ‘escape from routine’. Additionally, the theory of push 
and pull motivations (e.g., Crompton, 1979; Dann, 1977, 1981; Yoon and Uysal, 
2005) reviewed in the second chapter suggested adventure and escape as key 
motivations, which can be associated with ‘exciting and thrilling’ and ‘escape from 
routine’ in the present study. Moreover, the seeking and escaping theory (Iso-Ahola, 
1982, 1984; Iso-Ahola and Allen) gave the premise that motivations o f travel activities 
involve novelty associated with ‘exciting and thrilling’ and leaving the routine 
environment associated with ‘escape from routine’. In food research, ‘escape from 
routine’ was also discussed in the FCQ (Steptoe et al., 1995) (e.g., help me cope with 
stress/life) and the work o f Jackson et al. (2003) (e.g., as a way to avoid thinking about 
something unpleasant).
Some nominated motivations, such as ‘health concern’ and ‘sensory appeal’ 
were based on food choice research. ‘Health concerns’ suggested in this study was 
connected with dimensions, such as heath (e.g., keeps me healthy) and natural content 
(e.g., contains natural ingredients) amongst the FCQ items (Steptoe et al., 1995). Furst 
et al. (1996) also pointed out that consumer purchasing intention could be increased by 
incorporating health benefits. ‘Sensory appeal’ nominated in this study was derived 
from sensory appeal in the FCQ and intrinsic factors (e.g., food appearance and food 
flavour) in the work of Khan (1981). In addition. Shepherd (1985) suggested the effect 
o f perception of sensory attributes (e.g., appearance, aroma, and taste) on food choice.
‘Togetherness’ was derived from relationship needs (Pearce, 1988), based on 
the theory of needs-based motivations. In terms of food research, ‘togetherness’ was 
also identified by past study, showing that social frameworks, such as families, groups, 
networks, organisations, and communities provide chances to construct eating 
relationships and food choice (Furst et al., 1996). Jackson et al. (2003) emphasised the 
role of social motive (e.g., as a way to enjoy a social gathering), enabling togetherness 
to be a key factor. ‘Prestige’ was connected with self-esteem needs, based on needs-
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based motivations (e.g., Crompton, 1979; Pearee, 1988; Pearee and Lee, 2005). 
Expectancy theories (e.g., Gnoth, 1997; Witt and Wright, 1992) fiirther provided 
evidence that the need for travel activities can seen as wishes such as self actualisation, 
self-esteem and social status. ‘Cultural experience’ was related to the need to not only 
experience new local cuisines (Fields, 2002) but also self-development (e.g., 
experiencing different culture), based on needs-based motivations (Pearce and Lee, 
2005).
Through the literature review, another factor influencing local food 
consumption was also considered: food related-personality traits. Several studies of 
food choice have suggested the importance o f the interaction between the individual 
and the food product (e.g., Eertmans et al., 2005; Furst et al., 1996; Meiselman, 1996). 
Linked to this, Khan (1981) also suggested some considerations of food choice, such 
as personal factors, cultural and regional factor, and Shepherd (1985) showed the role 
o f psychological factors affecting food choice (e.g., personality traits). Additionally, 
Cohen and Avieli (2004) and Kim et al. (2010) suggested that personality traits, such 
as food neophobia and food involvement should be examined in studies o f unfamiliar 
food consumption in tourist destinations.
Therefore, based on the literature review taking into account both tourism and 
food research, the current research considers motivations to consume local food 
(‘exciting and thrilling’; ‘escape from routine’; ‘sensory appeal’; ‘health concern’; 
‘cultural experience’; ‘togetherness’; and ‘prestige’) and food-reacted personality traits 
(‘food neophobia’ and ‘food involvement’) as conceptual factors influencing 
consumption of local food in a tourist detination. Thus, Figure 2.9 is proposed to 
conceptualise the underlying factors influencing local food consumption in a tourist 
destination.
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Figure 3.2 Conceptual framework of local food consumption
Consumption of 
local food
Food-related personality traits
Tourist motivations to taste local food
Food involvement
Food neophobia
Physical motivators: Exciting & thrilling, escape from routine, 
sensory appeal, & health concern
Cultural motivators: Cultural experience
Interpersonal motivators: Togetherness
Status & prestige motivators: Prestige
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3.5. SUMMARY
This chapter has dealt with seven nominated motivations linked to 
consumption o f local food and beverages. These motivations were based on related 
literature, and were reviewed in the context of tourism and food research. In this study, 
‘exciting and thrilling’ was dealth with general preference for engaging in exciting 
kinds of activities, and ‘escape from routine’ was regarded as removal o f the 
perception of everyday life or searching for new food experience. ‘Sensory appeal’ 
was considered as a desire for pleasure through sight, taste, smell, etc., and ‘health 
concern’ was recognised to be seeking to increase well being and health. ‘Cultural 
experience’ was viewed as as the chance to learn host food culture, which can make 
tourists closer to their destinations, and ‘togetherness’ was seen as a desire to meet 
new people and spend time with family and friends. ‘Prestige’ was regarded as a 
desire to attract attention from others through eating nice food and the availability of 
good restaurants on holiday.
In addition, food-related personality traits were considered, such as food 
neophobia and food involvement as key factors, because some local food and 
beverages can be regarded as novel foods or exotic foods in a tourist destination. In 
this study, ‘food neophobia’ was considered as as the extent to which consumers are 
reluctant to try novel foods, such as food products, dishes, and cuisines, and ‘food 
involvement’ was seen as as the extent to which individuals like talking about food, 
thinking about food during the day, and being involved in food-related activities.
Based on the literature review, a conceptual framework o f local food 
consumption in tourist destinations was proposed. This framework will be the 
underpinnings, providing nominated factors influencing local food experiences at a 
destination. The next chapter discusses methodological issues related to the 
methodological background and the research design of the current study.
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CHAPTER FOUR
IV. RESEARCH METHOD I: 
METHODOLOGICAL APPROACH
4.1. INTRODUCTION
This chapter deals with methodological background. This also includes 
research objectives, research directions, and research philosophy. This study adopts 
two complementary studies. The first study is the interview, aiming to set a conceptual 
framework for tourists’ local food experiences and to assist the design o f the 
questionnaire for the main survey. The second study is the main survey determining 
tourist motivations to taste local food and to empirically examine factors influencing 
local food consumption at a tourist destination.
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4.2. RESEARCH OBJECTIVES AND DIRECTION
In general terms, a matter of concern in the current research is not only the link 
between travel motivations and local food and beverages, but also to identify the 
factors influencing consumption o f local food and beverages at a tourist destination. 
Additionally, overall objective o f this study is to understand tourist experiences of 
local food and beverages in at a destination. To fulfil this objective, it is necessary to 
gain an in-depth understanding o f local food consumption in a tourist destination and 
clearly find tourist motivations linked to local food and beverages. Thus, the current 
research has taken these directions and the overall research objectives were narrowed 
to the following:
i. To critically evaluate overall tourist experiences o f local food at a tourist 
destination;
ii. To identify tourist motivations connected with consumption o f local food;
iii. To determine the factors influencing the consumption of local food at a tourist 
destination;
iv. To critically examine the relationship among the factors identified in the 
current research; and
V. Finally to build a model in relation to consumption o f local food at a tourist
destination.
With respect to the objectives of the current research, this study has taken two 
major methodological directions: qualitative and quantitative methods. More
specifically, in order to achieve objective i), the qualitative method was used to 
understand generally the tourist experience in relation to consumption o f local food 
and beverages in a tourist destination. To fulfil objective ii), it was necessary to adopt 
qualitative and quantitative measures to identify motivations liked to local food 
consumption: to assess tourist motivations linked to local food in context and the
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quantitative phase: and to generalise the motivations identified in the qualitative phase. 
To achieve objective iii) and iv), statistical methods were used to identify the 
relationship among factors found in this study, and then objective v) was built from 
the findings o f this research. Thus, the methodological direction of the current study is 
a mixed method approach using qualitative and quantitative approaches (see Figure 
4.1).
Figure 4.1 Research direction: Mixed method approach
(T
Theory 
& literature
Mixed method 
approach
Qualitative phase
Quantitative phase
Interview & analyse: 
Conceptual development
Survey & analyse: 
Empirical verification
Source: by the Author
Findings & discussion
Conclusions 
& recommendation
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4.3. RESEARCH PHILOSOPHY
Research is a process by which new knowledge is created. In fact, all theory 
and research efforts have underlying philosophical foundations. In recent years, there 
has been considerable interest in the role of philosophical assumptions and paradigms. 
The term ‘research philosophy’ relates to the development o f knowledge and the 
nature of that knowledge. The research philosophy contains significant assumptions on 
the way in which a researcher views the world (Saunders, Lewis, and Thornhill, 2007). 
In the field of social science, two key research philosophies exist, such as ‘positivism’ 
and ‘interpretivism’ (Saunders et al., 2007). Basically, positivists assume that reality 
exists objectively and independently from human experiences, whilst, interpretivists 
suppose that knowledge and meanings are subjective (Bryman, 2004).
The philosophical position of positivism is synonymous with the quantitative 
paradigm, while the interpretivism view of the world is the qualitative paradigm (e.g., 
Amaratunga el al., 2002; Kruger, 2003; Saunders et al., 2007; Sekaran, 2003; 
Silverman, 1998). An explanatory study mostly adopts qualitative and naturalistic 
methods to inductively understand and holistically explain a phenomenon in a context 
specific setting; whereas, logical positivism normally tends to use an experimental and 
quantitative approach to verify hypothetical and deductive generalisation (Silverman, 
1998). However, many social scientists and methodologists have been engaged in a 
long-standing epistemological argument relating to how best to carry out research 
(Amaratunga el al., 2002).
Qualitative research methods can be described as naturalistic, anthropological, 
ethnographic, and phenomenological paradigms. According to Amaratunga et al. 
(2002), qualitative research can be defined as enquiries of information and knowledge, 
which are outside the framework prescribed by the scientific method and assumptions 
of inferential statistics. In contrast, quantitative research can be perceived as the
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collection of numerical and statistical data and the scientific approach to research, 
employing experimental strategies (Saunders et al., 2007; Sekaran, 2003). 
Additionally quantitative methods allow the researcher to be more independent and 
objective (Saunders et al., 2007). Table 4.1 presents the role o f qualitative and 
quantitative methods in terms of epistemology and use o f methods.
Table 4.1 Roles of qualitative and quantitative methods
Qualitative methods Quantitative methods
Relationship between 
researcher and subject
Close/insider Distant/outsider
Research focus Meanings Factors
Relationship between 
theory and research
Emergent Confirmation
Scope of findings Ideographic Nomothetic
Image of social reality Processual and socially 
constructed by actor
Static and external to the actor
The nature of data Data based on text Data based on numbers
Source: Bryman (2004)
With respect to the relationship between theory and research, qualitative 
methods establish theory or concept, while quantitative approaches normally begin 
deductively with a theory, which is subsequently tested through the procedure o f a 
survey (Amaratunga et al., 2002). According to Sekaran (2003), qualitative research is 
employed for examining and determining concepts and issues, especially in 
circumstances where little or nothing is identified about the field o f the study. Thus, 
qualitative methods create openness between all respondents and can generate new 
theories. In contrast, Sekaran (2003) pointed out that a conceptualised research 
framework can be developed and verified through a quantitative survey, and the 
reliable and valid methodological issues o f the research instrument can be objectively 
ensured. Thus, quantitative research can be accurately described by a set o f strict
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procedures, which ensure the definition is unambiguous and independent o f individual 
judgments (Silverman, 1998).
In terms of the scope of difference between qualitative and quantitative 
methods, qualitative research is seen as ideographic, while quantitative research is 
considered to be nomothetic (Bryman, 2004). Ideographic study is much more 
concerned with the depth and intensity o f results rather than generalisation. In other 
words, qualitative methods enable the researcher to investigate the selected topic in 
detail and depth (Kruger, 2003). However, several researchers stated that qualitative 
methods can be elusive and imprecise due to the term ‘qualitative’ encapsulating such 
a broad knowledge of research methods (Amaratunga et al., 2002; Saunders et al., 
2007). They added that the possibility to generalise findings may be less than for 
quantitative methods because o f the small sample. Moreover, the research instrument 
is the researcher itself, and hence the validity of the study may be limited and/or 
biased by researcher’s competence. Nomothetic study is suitable for establishing 
policy and/or strategy decisions. Namely, quantitative methods enable broader study, 
involving a greater number of subjects, and enhancing the generalisation o f the results. 
But, quantitative methods would collect a much narrower and sometimes superficial 
dataset, and findings may be limited as they provide numerical descriptions rather than 
detailed narrative, and generally, they provide less elaborate accounts o f human 
perception (Kruger, 2003; Sechrest and Sidana, 1995).
Quantitative study considers social reality as static, typically examining the 
relationship amongst influential factors over a restricted time period (Amaratunga et 
al., 2002; Bryman, 2004). Qualitative methodologists raise an objection against this 
approach, insisting that quantitative researchers may pass over the processes 
connecting influential factors between the phenomenon and the individual’s activities 
(Amaratunga et al., 2002; Bryman, 2004). In regard to data collection, Bryman (2004) 
mentioned that qualitative study generates what is claimed to be ‘rich’ and/or ‘deep’ 
data in the textual form, visual media, or photographs. In qualitative study, 
additionally, the number of times a word or phrase occurs may be perceived to be
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important through a frequency count, yielding numerical data. In contrast, quantitative 
research obtains data in the form o f numbers, described positively as reliable and 
rigorous.
Qualitative and quantitative methods have been dealt with above in terms of 
their differences and similarities. In addition. Table 4.2 and Table 4.3 summarise the 
strengths and weaknesses of and qualitative and quantitative methods.
Table 4.2 Strengths and weaknesses of qualitative methods
Qualitative methods______________________________________________________
Strengths •  Data-gathering methods seen more as natural than artificial
• Contribute to theory generation
• Useful for studying a limited number o f cases in depth.
• Provides individual case information.
• Researcher identifies contextual and setting factors as they relate to the 
phenomenon o f interest.
• Qualitative data in the words and categories o f participants lend themselves 
to exploring how and why phenomena occur.
• Ability to adjust to new issues and ideas
• One can use an important case to demonstrate vividly a phenomenon to the 
readers o f a report.
Weaknesses • Data collection can be tedious and require more recourses
• Analysis and interpretation o f data may be more difficult
• Hard to control pace, progress and end-point o f research procedure
• Policy makers may give low credibility to result from this approach
• Knowledge produced may not generalise to other people or other settings
• It is more difficult to test hypotheses and theories
• It generally takes more time to collect the data when compared to 
quantitative research; also data analysis is often time consuming
• The results are more easily influenced by the researcher’s personal biases 
and idiosyncrasies
Source: Adapted from Amaratunga et al. (2002) and Silverman (1998)
The major characteristics o f qualitative research are induction, discovery, 
exploration, theory/hypothesis generation, with the researcher as the primary 
instrument for data collection and qualitative analysis (Saunders et al., 2007).
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Table 4.3 Strengths and weaknesses o f quantitative methods
Quantitative methods
Strengths • This provides wide coverage of the range o f situations
• Testing and validating already constructed theories about how (and to a 
lesser degree, why) phenomena occur
• Can generalise research findings when the data are based on random 
samples of sufficient size and it has been replicated on many different 
populations and subpopulations
• Useful Tor obtaining data that allow quantitative predictions to be made.
• This is fast and economical
• Provides precise, quantitative, numerical data.
• Where statistics are aggregated from large sample, this is o f considerable . 
relevance to policy and/or strategy decisions
Weaknesses • This tends to be rather inflexible and artificial
• This may not be not very effective in understanding processes or the 
significance that people attach to actions
• Because this focus on what is, or what has been recently, this make it hard 
for policy makers to infer what changes and actions should take place in the 
future
• Knowledge produced may be too abstract and general for direct application 
to specific local situations, contexts, and individuals
Source: Adapted from Amaratunga et al. (2002) and Silverman (1998)
The major characteristics of quantitative research are the focused on deduction, 
confirmation, theory/hypothesis testing, explanation, prediction and standardised data 
collection (Saunders et al., 2007).
According to Bryman (2004), there are three different ways o f viewing 
qualitative and quantitative approaches: the ‘purists’, ‘situationalists’, and 
‘pragmatists’. Indeed, the purists and pragmatists discuss from different points o f view, 
and the situationalists are placed in the middle of the argument (Bryman, 2004). More 
specifically, the purists argue that qualitative and quantitative methods are mutually 
exclusive, since they come from different ontological and epistemological positions 
about the nature of research. They point out that the way of determining what is 
significant in order to understand the phenomenon must be different. Situationalists 
suggest that both approaches can be regarded as potentially complementary, but
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represent basically different epistemological traditions. However, pragmatists indicate 
that research design decisions are made depending on which methods best meet the 
practical demands of a particular enquiry. That is, debate between qualitative and 
quantitative approaches is perceived to be a false dichotomy, hence integrating both 
methods in a study can maximise the strength of both (Amaratunga et al., 2002; 
Bryman, 2004). Sechrest and Sidana (1995) added that a growth in the use o f mixed 
methods (i.e., pragmatism) has the potential to reduce some of the underlying 
problems associated with singular methods.
From this point of view, some prior studies have recommended the use of a 
complementary ‘mixed method approach’, since both qualitative and quantitative 
methods can be a valuable approach to ensure the validity o f the research and provide 
a contribution to the collection o f scientific knowledge (Amaratunga, et al., 2002; Das, 
1983; Tian, Bearden, and Hunter, 2001). According to Amaratunga el al. (2002), using 
mixed methods enables researchers to simultaneously generalise from a sample to a 
population and to obtain a more complete understanding of the phenomenon being 
researched. Furthermore, researchers added that a mixed method approach is useful, 
because the respective strengths and weaknesses o f qualitative and quantitative 
approaches are largely complementary (e.g., Amaratunga el al., 2002, Kruger, 2003; 
Saunders et al., 2007; Sekaran, 2003; Silverman, 1998). In other words, the 
weaknesses of one approach can be compensated for by the strengths o f the other. For 
example, qualitative tools can be used to explore issues o f process and causality that 
cannot be inferred from quantitative data alone, and its methods allow unanticipated 
responses and issues to arise. On the contrary, the value o f quantitative data is that it 
can be readily aggregated, allowing for broad generalisations to be drawn over time 
and space about large numbers of people. Quantitative methods can also be seen as 
more ‘objective’, since a survey format ensures that there is less scope for pressure to 
influence how questions are answered (Amaratunga el al., 2002).
The major objective o f this research is to identify the factors influencing local 
food consumption and to build a model in relation to local food consumption at a
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tourist destination. Accordingly, it can be seen that the study primarily follows a 
positivist approach, because strictly formalised procedures are used to examine factors 
affecting local food consumption. However, the present research adopts positivism and 
interpretivism simultaneously. In other words, the current research adopts a mixed 
method approach to maximise the strengths o f both methodologies. Through the mixed 
method approach, it is anticipated that qualitative methods can help to understand 
important factors influencing choice o f local food in the initial stage o f this study. 
Quantitative methods allow the development of a validated instrument to measure the 
factors influencing consumption of local food in destinations. From this point o f view, 
the rationale o f this study is as follows:
i) The overall objective of the current research aims to critically evaluate 
consumption of local food at a tourist destination. Thus, this study 
determines the relative influence of factors affecting local food consumption.
To obtain in-depth and accurate interpretation for better understanding o f the 
research findings, a qualitative method can provide deeper insight into 
motivations to consume local food on trips and holidays: interpretivism.
ii) The current study is to achieve scientific rigour by integrating reliability and 
validity into the study so that it may be replicable to other situations. This 
study also increases the generalisability of the results by using a quantitative 
approach. In order to be able to generalise statistically about regularities in 
human behaviour, it is necessary to select a sample of sufficient numerical 
size by adopting a positivistic quantitative approach.
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4.4 SCALE DEVELOPMENT PROCESS
In terms o f tourism, there is no study, examining tourist motivation to taste
local food. Thus, thêtôôT of scale development is useful in the present study, because 
tourist motivation to consume local food is regarded as multi-dimensional. In this 
section, the theory o f scale development and its process are discussed.
Social science researchers have pointed out that measuring social constructs, 
such as values, motivations, attitudes, personality, and opinions is an important 
eoneem across a wide range of social science contexts (e.g., DeVellis, 2003; Hinkin, 
1995; Hung and Petrick, 2010; Netemeyer et al., 2003; Yoo and Chon, 2008). Also, 
DeVellis (2003) mentioned that social constructs can be perceived to be not only 
theoretical abstracts but also unobservable cognitive states, and researchers can obtain 
knowledge about objects, people, and events by assessing the things in which they 
have a scientific interest.
Generally, since a social construct is a complex and multi-faceted idea which 
cannot be estimated directly, there is a perception that it can be difficult to assess 
constructs accurately or completely (Netemeyer et al., 2003). Several researchers have 
also defined a social construct as a ‘latent variable’ from the perspective o f structural 
equation modelling (e.g., Anderson and Gerbing, 1988; Hair et al., 2006a). They 
further mentioned that the latent variable is made up o f a diversity o f objects or 
indicators, and it is not easy to measure it with single-item scales. Social scientists thus 
have tried to develop a tool, which can evaluate a social construct or latent variable 
and suggested a skill of the development o f a measurement consisting o f multiple 
items, which are used to approximate the construct (DeVellis, 2003; Likert, 1969).
According to DeVellis (2003), “scale items are usually a means to the end of 
construct assessment” (p. 14), and he further added that: “a scale developed to measure
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a latent variable is intended to estimate actual magnitude” (p. 15). This argument 
contributes to an approximation o f a social construct and is useful in the development 
of the measurement to estimate a construct concerned with fields of interest (Hinkin et 
al., 1997). In particular, Speetor (1992) stressed the importance of multiple item scales 
for estimating a construct. This study stated that multiple items can allow people to 
respond to a construct considering diverse views and aspects of the objects, and these 
can improve reliability by enabling random errors o f measurement to average out. 
That is, although a participant would make a mistake on one item, indicating 
‘disagree’ instead o f ‘agree’, its impact on the total score could be minimal because 
there are other items for measuring the same construct; and multiple items can allow 
more precision.
Netemeyer et al. (2003) noted that diverse scholars have suggested frameworks 
for outlining the development of a measurement. However, there is no well-formulated 
guideline for detailing processes for developing a measure, because construction of 
measures involves a multi-step and long-term process, which constitutes a series of 
steps, where each step has to be well organised and planned.
Recent studies (Hung and Petrick, 2010; Yoo and Chon, 2008) suggested 
general methodological steps involved in the scale development process, by 
synthesising the guidelines set by previous studies (e.g., Churchill, 1979; DeVellis, 
2003, Speetor, 1992; Netemeyer et al., 2003): (1) domain of construct, (2) item 
generation, (3) purifying the measurement, and (4) finalising the measurement. The 
current research thus focuses on the guidelines suggested by Hung and Petrick (2010) 
and Yoo and Chon (2008). The suggested four stages are discussed in more detail 
below (see Table 4.4).
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Table 4.4 Scale development procedure
Procedure
1. Domain o f construct
Literature search Define constructs
2. Item generation
Literature search & Generate items to represent the constructs’
personal interviews domain
Expert judgement Assess the preliminary items
Testing initial items Refine and remove unclear items
3. Purifying a measurement
Exploratory factor analysis (EFA) Derive an initial factor structure
Reliability assessment
4. Finalising the measurement
Confirmatory factor analysis (CFA) Test the theoretical factor structure
And model specification
Assessing reliability and validity Examine overall fit and parameter fit
Source: Hung and Petrick (2010) and Yoo and Chon (2008)
4.4.1 Domain of construct
Speetor (1992) noted that: “it must take plaee in a broad context of evaluating 
the usefulness o f a construct, as well as its possible theoretical linkage to other 
constructs, some of which may be more objectively observable. A construct cannot 
stand alone, but only takes on meaning as part o f a broader theoretical network that 
describes relations among many constructs.” (p. 13). Speetor (1992) stressed the 
importance of the relationship between the theoretical construct and a description of 
the process used to measure this construct, and Speetor presented an inductive 
approach to clearly demonstrate its connection. The inductive approach stresses 
construct definition based on theoretical background.
At the beginning, the researcher must obviously define a construct, and a well 
defined construct should lead to subsequent processes, such as the statistical 
measurement stage. Therefore, the literature review is mostly used to define a
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construct and establish theoretical validation. Additionally, it is also suggested that in 
the case of multi-faceted constructs, consideration should be given to dividing the 
construct into sub-scales (Hensley, 1999; Hung and Petrick, 2010; Yoo and Chon, 
2008).
4.4.2 Item generation
Hensley (1999) pointed out that the crucial purpose of item generation is to 
acquire content validity, regarded as the minimum requirement for measurement 
adequacy. The procedure used to generate items was clearly reported by Hinkin (1995):
“The manner in which researchers report the item generation process may do a 
disservice, due to the omission of important information regarding the origin of 
measures. It would seem that a necessary prerequisite for new measures would 
be establishing a clear link between items and their theoretical domain. This 
can be accomplished by beginning with a strong theoretical framework and 
employing a rigorous sorting process that matches items to construct 
definitions. This process should be succinctly and clearly reported.” (p.971)
According to DeVellis (2003), theoretical literature can play an important role 
in generating items, and such collected items can reveal the level of an underlying 
theoretical variable. Many researchers have also suggested sources o f reference for 
generating items, from the scientific literature to popular consumer reports (e.g., 
Churchill, 1979; Hensley, 1999; Iso-Ahola and Weissinger, 1990; Lee and Crompton, 
1992; Netemeyer et al., 2003; Yoo and Chon, 2008). However, generating preliminary 
items should be more demanding than choosing items derived from previous studies 
(Hinkin, 1995). More specifically, Tian et al. (2001) indicated that qualitative research 
methods may be necessary to generate initial items. Qualitative research methods, 
such as interviews, used in the stage of the item generation can be perceived as a tool 
to assess whether a study may be overlooking the important domain of the construct o f
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interest; gain new information on a phenomenon that becomes a public concern or 
where previous literature has passed over (Speetor, 1992; Tian et al., 2001).
An expert judgement is generally recommended as a general technique o f item 
generation (DeVellis, 2003; Hensley, 1999; Hinkin et al., 1997; Lee and Crompton, 
1992; Netemeyer et al., 2003; Pervan et al., 2009; Speetor, 1992). The use of a sorting 
procedure by experts in related academic or practical fields, is to classify the items 
derived from existing literature into construct groups based on the theoretical construct 
definition. Appropriate review by the experts, employed to obtain expert judgements, 
is associated with the assessment of content validity (Bradley, Paul, and Seeman, 
2006; Hensley, 1999). Hensley (1999) further emphasised that researchers should 
clearly show links between the items and their theoretical domain and then test content 
validity by having a third party sort the items.
However, since a sorting process by experts can reflect the subjective nature of 
expert judgment, careful selection o f a representative sample of experts must be 
considered to cover the full range o f opinion on an issue (Hoffman et al., 1995). Thus, 
Hoffrnan et al. (1995) presented the conceptual definition of an expert: “the 
distinguished or brilliant journeyman, highly regarded by peers, whose judgements are 
uncommonly accurate and reliable, whose performance shows consummate skill and 
economy of effort, and who can deal effectively with rare or “tough” cases. Also, an 
experts is one who has special skills or knowledge derived from extensive experience 
with sub-domains” (p. 132). A numbers o f studies have discussed academic members 
with expertise in related fields as scale reviews: professors and graduate students, 
faculty staff, doctoral candidates, researchers (e.g., Jackson et al., 2003; Lee and 
Crompton, 1992; Saraph et al., 1989). Pervan et al. (2009) suggested another source o f 
experts, such as marketing consultants or managers with long-time experience with 
considering terms of practice. DeVellis (2003) suggested that validity of an instrument 
can be set up in content validity, assessing whether the items adequately capture the 
construct domain or essence o f the domain.
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4.4.3 Purifying a measurement
This stage involves the research design that contributes to the production o f the 
final measure (DeVellis, 2003; Hensley, 1999; Hung and Petrick, 2010; Netemeyer et 
al., 2003; Yoo and Chon, 2008). This step is to carefully design a study that will 
produce results that may then be statistically analysed. Netemeyer et al. (2003) insisted 
that in this step, sampling method and the questionnaire administration process should 
be considered. The sample selected should be representative of the population and thus 
associated results can be generalised (DeVellis, 2003). Thus a report of the sample and 
the sampling tool must be clearly provided.
4.4.4 Finalising the measurement
When a measure, developed, revised and administered through the preliminary 
study, is ready to be conducted to an appropriately large and representative sample, a 
researcher has to assess the performance o f the measure, involving an examination of 
primary attributes: content validity; criterion-related validity; and construct validity 
(DeVellis, 2003; Speetor, 1992). The issue of evaluating the validity is connected with 
identifying whether or not the measure captures what it is intended to capture 
(DeVellis, 2003; Speetor, 1992; Hung and Petrick, 2010; Yoo and Chon, 2008). 
Therefore, Speetor (1992) stated that the items must produce an internally consistent 
scale and go through test validity; otherwise the items may return to an earlier stage to 
revise a measure. This stage is to administer the measure, along with new items, to 
some subjects, and a confirmatory factor analysis (CFA) is used to verify the 
underlying theoretical construct.
Then the stage of optimising the measure is needed to assess re-assessing 
reliability and validity, related to generating a new reliable and valid measurement. 
According to Netemeyer et al. (2003), shorter measures tend to place less of a burden 
on respondents, whereas longer measures can be more reliable. However, if reliability
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of a measure is lower than recommended values, the researcher could consider 
dropping ‘bad’ items that have a negative effect on the average inter-item correlation.
In other words, re-assessing reliability is regarded as making a final decision over 
which items are removed or dropped to increase reliability scores (DeVellis, 2003; 
Hung and Petrick, 2010; Yoo and Chon, 2008). Re-assessing validity can be identified 
to replicate estimating a measure to another sample collected (DeVellis, 2003). 
However, many researchers have suggested that the sample can be split into 
subsamples, instead o f collecting new data for confirmatory purposes (DeVellis, 2003; 
Hensley, 1999; Hinkin, 1995; Lee and Crompton, 1992; Netemeyer et al., 2003; 
Zuckerman, 1979). Thus, the first subsample can be used to test dimensionality and 
reliability, estimate items, provide a final version of the new measure, and then the 
second subsample can be employed to repeat these results. However DeVellis (2003) 
concluded that the development sample must be sufficiently large to allow comparison 
between subsamples.
4.5. RELIABILITY AND VALIDITY
According to Winter (2000), reliability and validity are an essential tool o f an 
positivist epistemology. A number of social scientists see reliability and validity as 
indices o f goodness of fit-measures (e.g., Churchill, 1979; Hensley, 1999; Hinkin, 
1995; DeVellis, 2003; Sekaran, 2003; Speetor, 1992). Researchers must provide that 
the measures assess a particular construct or their performance, accurately estimate 
items or variables, because the development o f better measures should enhance the 
scientific quality of the study (Sekaran, 2003). Therefore, it is necessary to evaluate 
the ‘goodness’ of measures, and hence reliability and validity are established as a 
method of measuring goodness and scientific rigor (Hair et al., 2006a; Sekaran, 2003). 
The various forms of reliability and validity are shown in Figure 4.2.
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Figure 4.2 Goodness of measures: Forms of reliability and validity
Face validity Predictive DiscriminantConvergentConcurrent
Stability
Consistency
Split-half consistency
Parallel-form reliability
Test-retest reliability
Inter-item consistency
Content
validity
Criterion-related
validity
Construct
validity
Goodness 
of data
Reliability 
(accuracy in 
measurement)
Validity 
(are measuring the 
right thing?)
Source: Adapted from Sekaran (2003)
4.5.1 Reliability
Reliability is regarded as a fundamental issue in measure development. 
Generally test reliability refers to the degree to whieh a test is consistent and stable in 
measuring what it is intended to measure (Neuman, 2000). According to Saunders, 
Lewis, and Thornhill (2007), without considering test reliability, researchers would be 
unable to satisfactorily draw conclusions, formulate theories, or make claims for the 
generalisation o f the research.
In terms of the measure development, a tool of internal consistency reliability 
is widely proposed as an indicator of how well the individual items o f a measure
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reflect a common, underlying construct (Churchill, 1979; Hensley, 1999; Hinkin, 
1995; DeVellis, 2003; Netemeyer et al., 2003; Speetor, 1992; Steptoe et al., 1995). 
Since internal consistency is the extent to which tests or procedures assess the same 
characteristic, skill or quality, its reliability is seen as a measure of the precision 
between the observers or o f the measuring instruments used in a study (Speetor, 1992). 
Internal consistency reliability especially helps researchers interpret data, predict the 
value of scores, find the limits o f the relationship among variables (Saunders et al., 
2007; Sekaran, 2003).
Coefficient alpha suggested by Cronbach (1951) is mostly used as a means of 
internal consistency reliability (Hensley, 1999; Hinkin, 1995; DeVellis, 2003; Speetor, 
1992). DeVellis (2003) mentioned that: “coefficient alpha is defined as the proportion 
of a measure’s total variance, whieh is attributable to a common source, presumably 
the true score of a latent variable underlying the items. Thus if  we want to compute 
coefficient alpha, it would be useful to have a value for the measure’s total variance 
and a value for the proportion that is common variance” (p.31). In other words, 
coefficient alpha is an index of reliability associated with the variation accounted for 
by the true score o f the underlying construct. The formula for eoeffieient alpha is:
k - 1 s \
*Note: where s t^ is the total variance of the sum o f the items, s^  i is the variance o f an 
individual items, and k is the number o f items.
The numerator of the equation contains the difference between the total scale 
variance and sum of the item variances. The ratio o f this difference o f the total score 
variance is calculated and the result is multiplied by a fimetion of the number o f items. 
According to Speetor (1992), eoeffieient alpha ranges in value from 0.00 to 1.0 and is 
used to describe the reliability of factors extracted from diehotomous scales; namely, 
items with multi-point formatted scales. The 0.70 level o f eoeffieient alpha is widely 
recommended as an acceptable reliability eoeffieient (Hair et al., 2006a). However 
lower levels are used in several studies (e.g., Carr and Smeltzer, 1999; Churchill,
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1979; Nunnally, 1978; Scanlan and McPhail, 2000). In particular, Churchill (1979) 
noted that a level o f coefficient alpha between 0.50 and 0.60 can be perceived to be 
suffieient for the initial measure development stages.
Speetor (1992) discussed that although a high level of internal eonsistency 
reliability is achieved in the item analysis, it is neeessary to replicate this measure on 
subsequent samples to be generalised in a wider range of subjects. Thus Speetor 
(1992) suggested that if  researchers use an initial measure for the pre-test or pilot 
survey and then a revised measure based on the same eonstruct for the post-test or 
main survey, they could minimise this reliability problem and expand the 
generalisability o f reliability.
4.5.2 VaKdity
The diffieult and careful part of measure development is associated with 
identifying validity. Aeeording to Saunders et al. (2007), validity refers to the degree 
to whieh a study aeeurately reflects or assesses the speeifie eoneept that the researeher 
is attempting to measure. Since determining a measure’s reliability cannot be 
pereeived as the only warranty, the issue o f validity of a measure can be considered 
(DeVellis, 2003). That is, reliability can be concerned with the accuracy o f the aetual 
measuring instrument or procedure, while validity can be linked with the success o f 
the study at measuring what the study sets out to measure. Thus, DeVellis (2003) 
stated that researchers must eonsider test validity, which is connected with the rigor o f 
a study eonducted and the results of a study to be generalised. DeVellis (2003) also 
suggested that there are essentially three types o f validity that involved corresponding 
to these operations: content validity; eriterion-related validity; and eonstruet validity. 
Table 4.5 shows the types of validity.
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Table 4.5 Types of validity
Validity Description
Content validity Does the measure adequately measure the concept?
Criterion-related validity Does the measure differentiate in a manner that helps to predict 
a criterion validity
Predictive validity Does the measure differentiate individuals in a manner as to 
helps predict a future criterion?
Construct validity Does the instrument tap the concept as theorised?
Convergent validity Do two instruments measuring the concept correlate highly?
Discriminant validity Does the measure have a low correlation with a variable that is 
supposed to be unrelated to this variable?
Source: Sekaran (2003)
4.5.2.1 Content validity
Content validity refers to the eonstruction or ‘make-up’ o f an instrument and is 
established by showing that the test items are a sample of a universe in which 
researchers are interested (Sekaran, 2003). The objective o f the content validity is to 
assess whether the items not only adequately capture the construct domain or essence 
of the domain, but also have a good detailed description o f the content domain. 
Namely, this approaeh assumes that researchers have a good detailed description o f 
the eontent domain (DeVellis, 2003). Sekaran (2003) maintained that expert judges 
can demonstrate the content validity of the measure. A panel of expert judges can not 
only suggest eontent areas but also assess whether eaeh measurement item on the 
instrument is ‘essential’, ‘useful but not essential’, or ‘not necessary’ (DeVellis, 2003; 
Sekaran, 2003).
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4.5.2.2 Criterion-related validity: Predictive validity
According to Saunders, Lewis, and Thornhill (2007), criterion-related validity 
is established when the measure differentiates on a criterion, which it is expected to 
predict. In criterion-related validity, researchers set up the criterion that can predict 
how new developed measure will perform based on the theory of the construct. 
Therefore Sekaran (2003) provided a future criterion, such as intention to revisit, 
future buying behaviours, recommendation, satisfaction, customer loyalty etc. A high 
correlation between a measure and a future criterion shows evidence that this measure 
can correctly predict what it should theoretically be able to predict.
4.5.2.3 Construct validity: Convergent and discriminant validity
Construct validity is related to the agreement between a theory and a specific 
measuring device or procedure (DeVellis, 2003). Hensley (1999) remarked the 
procedure of demonstrating construct validity is complex, and construct validity is 
established through two sub-categories: convergent validity and discriminate validity. 
Convergent validity, as a tool of determining construct validity, is identified when 
each items of the same dimension or construct have high correlations (Speetor, 1992). 
Namely, this provides evidence of similarity between measures of theoretically related 
constructs. Sekaran (2003) mentioned that discriminant validity is established when 
two dimensions are found to be uncorrelated. In other words, it indicates the absence 
o f correlation between measures of unrelated constructs.
The value of convergent and discriminant validity should be statistically 
significant and relatively large in magnitude. Therefore, Hair, Bush, and Ortinau 
(2006b) maintained that the most basic test for measuring validity is the correlation 
test and showed the rules for the strength o f correlation (see Table 4.6).
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Table 4.6 Rules of thum b for the strength of correlation
Range of Coefficient 'Description of Strength
+(-) 0.80 to +(-) 1.00 Very Strong
+(-) 0.61 t o +(-) 0.79 Strong
+(-) 0.35 to +(-) 0.60 Moderate
+(-) 0.21 to +(-) 0.34 Weak
+(-) 0.00 to +(-) 0.20 None
Source: Hair at al. (2006b)
4.6. SAMPLING DESIGN
The sampling procedure has an important implication in the process of 
identifying, developing, and understanding marketing constructs that need to be 
examined because samples are taken to make generalisations (Cooper and Schindler, 
2005; Zikmund, 2003). Sampling is a procedure using a small number of the whole 
population to draw conclusions regarding the whole population. Sekaran (2003) 
mentioned that if  data is not collected from a population who can provide the correct 
information to answer the research questions, the outcome of the research would be 
useless.
In order to select an appropriate sample, capable of providing the required 
information, Zikmund (2003) suggests a five-step procedure that researchers can 
follow when drawing up a sample from a population. The following series of 
sequential stages are described in Figure 4.3.
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Figure 4.3 The sampling procedures
Step 1: Define the target
Step 2: Determine the sampling
Step 3: Select sampling
Step 4: Determine the Sample
Step 5: Execute the sampling
Source: Zikmund (2003)
As shown in Figure 4.3, firstly, it is necessary to define the population o f the 
study fi-om which the researcher wishes to make an inference. Secondly, a sampling 
frame needs to be identified. A sampling fi-ame is the listing o f the elements from 
which the actual sample will be selected. The third step o f selecting a sample 
procedure is closely related to the identification o f the sampling frame since the choice 
o f sampling method depends largely on what the researcher develops as a sampling 
frame. The next step requires the sample size to be determined. Finally, the researcher 
needs to choose the elements that will be included and to collect the right data from 
the designated respondents in the study (Zikmund, 2003). However, some researchers 
have pointed out that following such a five-step produce cannot be an easy task, and 
many things may be wrong with the task (e.g., Bryman, 2004; Bryman and Bell, 2003; 
Cooper and Schindler, 2005; Hair et al, 2006b; Zikmund, 2003). Hair et al. (2006b) 
addressed the critical factors in selecting an appropriate sampling designing (see Table 
4.7).
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Table 4.7 Critical factors in selecting an appropriate sampling design
Selection Factors_______Questions__________________________________________________
Research Objectives Do the research objectives call for the use o f qualitative or
quantitative research designs?
Degree o f Accuracy Does the research call for making predictions or inferences about
the defined target population, or only preliminary insights?
Availability o f Are there tight budget constraints with respect to both dollars and
Resources manpower that can be allocated to the research project?
Time Frame How quickly does the research project have to be completed?
Advance Knowledge o f Are there complete lists o f the defined target population elements? 
the Target Population How easy or difficult is it to generate the required sampling frame
of prospective respondents?
Scope o f the Research Is the research going be international, national, regional or local?
Perceived Statistical To what extent are accurate statistical projections required and/or
Analysis Needs_________ testing o f hypothesized differences in the data structures required?
Source: Hair et al. (2006b)
The sampling method adopted for the current research is derived from the 
above two suggestions. Namely, firstly, the seven critical factors suggested by Hair et 
al. (2006b) are incorporated into this research. Secondly, the considerations are 
reflected in applying the current research to the five-step procedures o f sampling in 
order to choose the appropriate sampling methods and size. This procedure was 
complimented by considering the theoretical components, sampling issues and 
advantages and disadvantages of the various sampling methods (Hair et al., 2006b).
4.4.1 Probability sampling and non-probability sampling
Sampling procedures are divided into two, whieh are based on the 
mathematical assumption o f probability, and those based on subjectivity, referred to as 
non-probability (Bryman and Bell, 2003; Sekaran, 2003).
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4.4.1.1 Probability sampling
A probability sampling method is any method o f sampling that utilises some 
form of random selection (Sekaran, 2003). More specifically, probability samples are 
distinguished by the fact that the elements in the population have some known 
probability o f being included in the sample. In order to have a random selection 
method, the researcher must set up some process that assures that the different units in 
the population have equal probabilities o f being chosen. There are four main types o f 
probability sample: simple random sampling, systematic sampling, stratified sampling, 
and multi-stage cluster sampling (Bryman and Bell, 2003).
Simple random sampling is where the researcher selects a group of people for a 
study from the population (Bryman and Bell, 2003; Sekaran, 2003). Eaeh individual is 
chosen randomly by chance, and therefore each person has the same chance as any 
other of being selected. The easiest way of selecting a sample using this method is to 
first obtain a complete sampling frame. Once this has been achieved, each person 
within the frame should be allocated a unique reference number starting at one. The 
size o f the sample must be decided and then that many numbers should be selected, 
from a table o f random numbers (Bryman and Bell, 2003; Sekaran, 2003). Systematic 
sampling is similar to simple random sampling (Sekaran, 2003). This method involves 
drawing every wth sample in the population starting with a randomly selected sample 
between 1 and n. In order to carry out this technique, it is necessary to work out the 
sampling fraction, which it is done by dividing the population by the desired sample 
(Bryman and Bell, 2003; Sekaran, 2003). Stratified sampling is a modification of 
simple random sampling and systematic sampling (Bryman and Bell, 2003). This 
method is designed to produce a more representative and thus more accurate 
sample. A stratified sample is obtained by taking samples from each sub-group o f a 
population, such as age, gender or marital status. The rationale is to choose 
‘stratification variables’, which have a major influence on the survey results (Bryman 
and Bell, 2003). Multi-stage cluster sampling can be seen as the most economical
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technique (Bryman and Bell, 2003; Sekaran, 2003). It is a combination of several 
different samples. The entire population is divided into groups, or clusters and a 
random sample o f these clusters is selected. Multi-stage cluster sampling is often used 
when a random sample would produce a list o f subjects so widely scattered 
geographically that surveying them would prove to be far too expensive (Sekaran, 
2003).
4.4.1.2 Non-probability sampling
Non-probability samples refer to samples where the sampling frame is not 
well-defined and there is no known probability of selection (Sekaran, 2003). In other 
words, there is not a full accounting o f the population of interest such that a 
representative sample cannot be drawn. There is no way o f estimating the probability 
that any element will be included in the sample, because non-probability sampling 
involves personal judgement somewhere in the selection. In other words, with non­
probability sampling, the selection of sampling units is based on intuitive judgement 
and therefore any potential sampling error cannot be accurately determined (Saunders 
et al., 2007). Some of the non-probability sampling designs are more reliable than 
others and could offer some important leads to useful information with regard to the 
population (Sekaran, 2000). The non-probability sampling technique includes 
convenience samples, judgment samples, quota samples, and snowball sampling.
A convenience sample is a non-probability sample, which happens to be 
available at the time o f the data collection (Saunders et al., 2007). This method 
involves choosing respondents at the convenience of the researcher. For example, the 
sampling of people to which the researcher has easy access, such as a class of students; 
and studies that use people who have volunteered to be questioned as a result of an 
advertisement or another type of promotion. A disadvantage to this technique is the 
lack of sampling accuracy, since the probability of inclusion in the sample is unknown 
for each respondent, none of the reliability or sampling precision statistics can be 
calculated (Bryman and Bell, 2003; Cooper and Schindler, 2005). Convenience
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samples, however, are employed by researchers because the time and cost o f collecting 
information can be reduced.
Judgmental sampling involves the assembling o f a sample of individuals with 
known or demonstrable experience and expertise in some area (Sekaran, 2003). Prior 
knowledge and research skill are used in selecting the respondents or elements to be 
sampled. An example of this type of sample would be a study of potential users o f a 
new recreational facility that is limited to those persons who live within two miles of 
the new facility. Expert judgment, based on past experience, indicates that most o f the 
use o f this type o f facility comes from persons living within two miles. However, by 
limiting the sample to only this group, usage projections may not be reliable if the 
usage characteristics o f the new facility vary from those previously experienced 
(Cooper and Schindler, 2005). As with all non-probability sampling methods, the 
degree and direction o f error introduced by the researcher cannot be measured and 
statistics that measure the precision of the estimates cannot be calculated.
Bryman and Bell (2003) pointed out that quota sampling is a type o f purposive 
sampling, which ensures that certain groups are adequately represented in a study 
through the assignment of quotas. In quota sampling, the classes cannot be isolated 
prior to sampling, and respondents are categorised into the classes as the survey 
proceeds. An example o f a quota sample would be a survey in which the researcher 
wants to obtain a certain number of respondents from various categories such as 
income. The researeher is unable to sub-divide the population from which the sample 
is drawn into mutually exclusive income categories prior to drawing the sample. Bias 
can be introduced into this type of sample when the respondents who are rejected, 
differ from those who are used, because the class to whieh they belong has reached its 
quota (Sekaran, 2003).
Snowball sampling relies on referrals from initial subjects to generate 
additional subjects (Breakwell et al., 2000; Eves and Dervisi, 2005). A few potential 
respondents are initially contacted and then asked whether they know of anybody with
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the eharacteristics that the researcher is looking for in the research. This technique 
comes at the expense o f introducing bias because this approach itself reduces the 
likelihood that the sample will represent a good cross section from the population. 
Breakwell et al. (2000) identified the advantages and disadvantages. The strengths of 
snowball sampling are: the number o f participants in the research process to be 
increased, and resources o f existing networks to be built. However, there are special 
considerations or weaknesses: choice o f initial contacts is most important; and 
participation process should be drafted prior to the sampling to encourage participation 
from potential contacts.
To sum up, in this study, snowball sampling and a convenience sample were 
adopted. In the qualitative phase, a snowball sampling method was adopted. Snowball 
sampling is a technique for developing a research sample where existing study 
subjects recruit other subjects from among their acquaintances (Breakwell et al., 2000). 
Thus, participants in the interview are asked whether they knew o f other potential 
interviewees who had taken a holiday in the last 6 months, and some o f them 
introduced their friends or their family.
In the quantitative phase, the population is set as British tourists who had tasted 
local food during their holiday. The non-probability convenience sampling method 
was adopted for three reasons. First, the current research can be seen as being o f an 
exploratory nature. As mentioned above, convenience sampling is used when the 
researeher seeks to explore the concept o f the research from the sample (Cooper and 
Schindler, 2006; Saunders et al., 2007). Secondly, this is because o f the lack o f an 
available sampling frame and the lack o f specific population information. The 
assumptions o f convenience sampling is the fact that the target sample is uniform, and 
samples selected according to accessibility have comparable characteristics with the 
overall target population being studied (Hair et al., 2003; Saunders et al., 2007). Lastly, 
limited time and resources were available in the current study. Convenience sampling 
enables gathering a large amount of data in a relatively short time and at lower costs 
(Cooper and Schindler, 2006).
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4.7. SUMMARY
This chapter outlined the methodological background and the procedure of 
scale development. It began with a discussion of the rationale o f overall research 
objectives and the research philosophy, along with explanations o f their theoretical 
backgrounds. In order to achieve the objectives, the research adopts a mixed method 
using qualitative and quantitative approaches. Thus, in the qualitative phase, this study 
identifies tourists’ local food consumption. In the quantitative phase, this study 
develops an instrument o f tourist motivations linked to local food consumption and 
extablishes factors influencing local food consumption.
Also, to identify tourist motivation to consume local food, a scale development 
process was adopted. The current research focuses on the guidelines o f a scale 
development process, such as (1) domain of eonstruct, (2) item generation, (3) 
purifying a measurement, and (4) finalising the measurement, and the four stages were 
discussed in this chapter.
The next chapter discusses the methodological approach in relation to the 
qualitative study (interview), and the process and results o f the interview are presented.
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CHAPTER FIVE
V RESEARCH METHOD II: 
INTERVIEWS
5.1. INTRODUCTION
This chapter describes the qualitative phase o f the study whieh amined to 
identify constructs influecing comsumption of local food. This chapter startes with a 
discussion of the methodological approach regarding the qualitative study for the 
interview, and the process and results of the interview are presented.
Y.G. KIM
122
Chapter V. Research m ethod II: Interviews
5.1 OBJECTIVES OF THE INTERVIEW
The aim of this qualitative phase was to gain insight into motivations to choose 
loeal food amongst the interviewed individuals, rather than to generalise outcomes 
from the tourist motivations. In addition, the study determined the factors influencing 
the choice o f local food at a tourist destination. This, qualitative study can be seen as 
an exploratory study, forming the groundwork for building a research model and to lay 
the foundation for questionnaire design, which will form the quantitative study.
The specific objectives of this qualitative study are:
• To understand the important factors influencing the choice o f local food;
• To reflect on the conceptual factors derived from existing research and their 
relationship with others newly identified in this survey;
• To establish the key themes related to the consumption of local food at 
tourist destinations;
• To provide information for the development o f the questionnaire for the 
main survey, and;
• To propose a conceptual model o f factors affecting the consumption o f local 
food.
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5.3. RESEARCH DESIGN I: QUALITATIVE PHASE
5.3.1 Types of qualitative interviews
There are two major types o f qualitative interviews: the unstructured interview 
and the structured interview. Generally, the strengths o f unstructured interviews are 
that no restrictions are placed on questions, and the strengths o f structured interviews 
are that it can find the subconscious feelings (Breakwell et al., 2000; Sekaran, 2003).
5.3.1.1 Unstructured interviews
The unstructured interview is a spontaneous conversation, not a specific set of 
questions asked in a pre-determined order. For example, the researeher uses a brief set 
of prompts to interviews to deal with a certain range o f topics. An unstructured 
interview normally consists of a single question only that the interviewer asks and the 
interviewee is encouraged to speak openly, frankly and give as much detail as possible, 
with the interviewer simply responding to points that seem worthy o f being followed 
up (Saunders et al., 2007). Thus, this type of interview is a flexible method and can be 
seen as a casual conversation and there is no need to follow a detailed interview guide 
(Neuman, 2000; Sekaran, 2003). In an unstructured interview, it is neeessary to have 
good communication and facilitation skills. In addition, the researcher has to be a good 
listener and note new or interesting data that the interviewee gives and expresses 
(Neuman, 2000; Sekaran, 2003).
The strengths of unstructured interviews are that no restrictions are placed on 
questions (Breakwell et al., 2000; Sekaran, 2003). It is useful when little or no 
knowledge exists about an issue. Thus, background data can be collected, and the 
researeher can investigate underlying motives. The weaknesses o f unstructured 
interviews are that they can be inappropriate for inexperienced interviewers
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(Breakwell et ah, 2000). The interviewers ask questions, and respondents express their 
opinions, knowledge and share their experience. This can create some problems 
because the interviewer may not know what to look for or what direction to take the 
interview. The researeher may not obtain appropriate data for the question o f the study, 
and consequently, it may be difficult to code and analyse the data. Therefore, the 
interviewer needs to consider what to ask, how to ask questions carefully and phrase 
them properly and also know when to probe and prompt (Breakwell et al., 2000; 
Sekaran, 2003).
5.3.1.2 Structured interviews
A structured interview is eonducted when it is known at the outset what 
information is needed (Sekaran, 2003). In general quantitative research, the approach 
is structured to maximise the reliability and validity of measurement o f key concepts.
It is also more structured because the researeher has a clearly specified set o f research 
questions that are to be investigated (Krippendorff, 2004). The researcher has a list o f 
questions or specific topics to be covered, often referred to as an interview guide, but 
the interviewee has a great deal o f freedom in how to reply. More specifically, the 
interviewer has the objectives of the research in mind and what issues to cover during 
the interview. The interviewee is allowed to talk freely about the subject and the 
interviewer’s role is to check on unclear points and to rephrase the answer to check for 
accuracy and understanding (Breakwell et al., 2000).
The strengths o f structured interviews are that it can find the subconscious 
feelings (Breakwell et al., 2000; Sekaran, 2003). It can be used as a powerful form o f 
formative assessment. That is, it can be used to explore how a respondent feels about a 
particular topic before using a second method, such as observation or in-depth 
interviewing to gather a greater depth of information. Moreover, this type of research 
method is easy to standardise. All respondents are asked the same questions in the 
same way. This makes it easy to repeat the interview, to ‘replicate’ what has happen. 
Thus, structured interviews can provide a reliable source o f quantitative data. On the
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other hand, Breakwell et al. (2000) indicated that the format of structured interview 
questions can make it diffieult for the researcher to analyse complex responses. Even 
where open-ended questions are used, the depth of answers the respondent can provide 
may tend to be more limited than with almost any other method. Hence, several 
studies have suggested semi-structured interviews, which are more flexible than 
standardised methods such as the structured interview (e.g., Breakwell et al., 2000; 
Krippendorff, 2004; Neuman, 2000; Saunders et al., 2007; Sekaran, 2003; Zikmund,
2003).
5.3.1.3 Semi-Structured interviews
In semi-structured interviews, although the researcher establishes general 
topics for investigation, this technique allows for the exploration of emergent themes 
and ideas rather than relying only on concepts and questions defined in advance o f the 
interview (Neuman, 2000; Saunders et al., 2007). Semi-structured interviews involve 
the preparation of an interview guide that lists a pre-determined set o f questions or 
issues, which are to be explored during an interview. This guide serves as a checklist 
during the interview and ensures that basically the same information is obtained from 
interviewees. The order and the actual working of the questions is not determined in 
advance. Moreover, within the list o f topic or subject areas, the interviewer is free to 
pursue certain questions in greater depth; however, there is scope for pursuing relevant 
information, through additional questions often noted as prompts on the schedule 
(Breakwell et al., 2000). The researcher frequently has to formulate impromptu 
questions in order to follow up leads that emerge during the interview. Usually the 
interviewer’s role is engaged and encouraging but not personally involved. The 
interviewer facilitates the interviewees to talk about their views and experiences in 
depth but with limited reciprocal engagement or disclosure.
The advantage of semi-struetured interviews is that it makes interviewing of a 
number of different persons more systematic and comprehensive by delimiting the 
issues to be taken up in the interview (Neuman, 2000; Sekaran, 2003). Logical gaps in
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the data collected ean be anticipated and closed, while the interviews remain fairly 
conversational and situational. The weakness o f this approach is that interviewer 
flexibility in wording and sequencing questions may result in substantially different 
responses from different persons, thus reducing comparability.
In this study, semi-structured interviews were conducted using standardised 
open-ended questions. This is because the questions, both semi-structured and open- 
ended, encourage free expressions of interviewees’ thoughts and feelings (Breakwell 
et al., 2000; Neuman, 2000; Saunders et al., 2007).
5.3.2 Qualitative data analysis
Data analysis is the most complex of all o f the phases of a qualitative study. 
Thus, in this section, the methods o f qualitative data analysis are discussed to adopt a 
relevant analysis method among them for this research (content analysis; thematic 
analysis; pattern matching; discourse analysis; narrative analysis; and grounded 
theory).
Content analysis is defined as a systematic, replicable technique for 
compressing many words o f text into fewer eontent categories based on explicit rules 
o f coding (Krippendorff, 2004; Patton, 2000; Weber, 1990). Content analysis can 
enable researchers to go through large volumes o f data with relative ease in a 
systematic approach. Krippendorff (2004) pointed out that content analysis research is 
motivated by the search for techniques to infer from symbolic data what would be 
costly, no longer possible, or too obtrusive by the use o f other techniques. With 
respect to reliability and validity, Weber (1990) noted that: “to make valid inferences 
from the text, it is important that the classification procedure be reliable in the sense o f 
being consistent: Different people should code the same text in the same way” (p. 12). 
Weber further mentioned that: “reliability problems usually grow out o f the ambiguity 
o f word meanings, category definitions, or other coding rules” (p. 15). However, it is 
important to recognise that the people who have developed the coding scheme have
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often been working so closely on the project that they have established shared and 
hidden meanings o f the coding. The obvious result is that the reliability eoeffieient 
they report is artificially inflated (Krippendorff, 2004). In order to avoid this problem, 
one of the most critical steps in content analysis involves developing a set o f explicit 
recording instructions. These instructions then allow outside coders to be trained until 
reliability requirements are met. Patton (2000) indicated that eontent analysis itself is 
only valid and meaningful to the extent that the results are related to other measures.
Thematic analysis is an approach to dealing with data that involves the creation 
and application o f ‘codes’ to data (Patton, 2000). This type of analysis is highly 
inductive: namely, the themes emerge fi-om the data and are not imposed upon it by 
the researcher (Patton, 2000). The data collection and analysis take place 
simultaneously. Even background reading can form part of the analysis process, 
especially if  it can help to explain an emerging theme. Closely connected to thematic 
analysis is comparative analysis. Using this method, data from different people is 
compared and contrasted and the process continues until the researeher is satisfied that 
no new issues are arising. Comparative and thematic analyses are often used in the 
same project, with the researcher moving backwards and forwards between transcripts, 
memos, notes and the research literature (Patton, 2000).
Pattern matching involves predicting a pattern o f outcomes based on 
theoretical suggestions to describe what researchers expect to find. Using this 
approaeh, researchers will first need to develop a conceptual framework, using 
existing theory, and then examine the adequacy o f the framework as a means to 
explain researchers’ findings. If the pattern o f researchers’ data matches that whieh 
has been predicted through the conceptual framework researchers will have found an 
explanation, where feasible threats to the validity o f researchers’ conclusions ean be 
reduced (Yin, 2003).
Discourse analysis looks at patterns of speech, such as how people talk about a 
particular subject, what metaphors they use, how they take turns in conversation, and
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so on (Potter, 1996). These analysts see speech as a performance; it performs an action 
rather than describes a specific state o f affairs or a specific state of mind. Much o f this 
analysis is intuitive and reflective, but it may also involve some form o f counting, such 
as counting instances o f turn-taking and their influence on the conversation and the 
way in which people speak to others (Potter, 1996).
Narrative analysis, as part of the in-depth interview process, is likely that 
participants will provide accounts that take the form of narratives, or stories. 
Researchers may also consciously seek to encourage this by asking participants to 
provide responses in this form. A narrative is broadly defined as an account o f an 
experience that is told in a sequenced way, indicating a flow of related events that, 
taken together, are important for the narrator and which transfer meaning to the 
researcher (Saunders et al., 2007). Narrative analysis is a term that includes a wide 
variety of approaches that are concerned with the search for and analysis of the stories 
that people employ to understand their lives and the world around them. Hence, it has 
become particularly prominent in connection with the life history or biographical 
approaeh (Bryman, 2004).
Grounded theory has been used extensively across a variety of social science 
disciplines (Strauss and Corbin, 1990; Crawford and Stodolska, 2008; Hsu, Cai, and 
Wong, 2007). Aeeording to Corbin and Strauss (1990), the grounded theory approaeh 
ean be defined as a qualitative research method using a systematic set of processes to 
develop an inductively derived grounded theory about a phenomenon (Strauss and 
Corbin, 1990). This theory has been primarily used to develop derived theory about a 
phenomenon where either theory had previously not existed or where the theory is 
judged to be inadequate. Also, Hsu et al. (2007) indicated that grounded theory can 
create a theoretical model, give conceptual labels to the data, and place interpretations 
on the data.
More specifically, grounded theory attempts to explain a phenomenon, whieh 
identifies the main constructs or categories in terms o f their relationships or the
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context and process (Crawford and Stodolska, 2008). To present an explanation of a 
phenomenon, therefore, several stages are neeessary to collect and analyse data, and 
form a theoretical model. In grounded theory, Strauss and Corbin (1990) noted that 
research questions are general rather than formulated as specific hypotheses, and the 
emergent theory should account for a phenomenon which is relevant and problematic 
for those involved. Strauss and Corbin (1990) designed a set of specific measures for 
the development of a grounded theory driven by the connection between data 
collection and data analysis through the use of inductive analysis.
In grounded theory, open coding is considered as the means by which a series 
of initial categories are named, by means of data analysis, that segment the data 
(Strauss and Corbin, 1990). The process of recognising relationships between a 
category and its sub-categories is referred to as axial coding. Selective coding is a 
means by which the theory is written, based upon the previously identified axial 
coding paradigm. In writing this theory, the researcher reaches back to the coding 
paradigm, discusses the relationships among the categories identified, and then 
provides an explanation of a theoretical model for the process being studied in the 
research (Strauss and Corbin, 1990).
Strauss and Corbin (1990) recommended four essential criteria for a good 
grounded theory: 1) it should fit the phenomenon, provided it has been carefully 
derived from diverse data and is faithful to the everyday reality o f the area; 2) it should 
provide understanding, and be comprehensible to both the persons studied and others 
involved in the area; 3) it should provide generality, given that the data are 
comprehensive, the interpretation conceptual and broad, and the theory includes 
extensive variation and is abstract enough to be applicable to a wide variety of 
contexts in the area; 4) and it should provide control, in the sense o f stating the 
conditions under whieh the theory applies and providing a basis for action in the area. 
According to Charmaz (2006), however, the model developed through grounded 
theory can be modifiable as new data emerge from literature or further research. In 
other words, grounded theory can be described as ‘middle range theories’ to explain
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behaviour and processes (Charmaz, 2006). Charmaz (2006), therefore, suggested that 
it is necessary to empirically test, constantly compare with results o f new research, or 
interlace new data into the model developed by grounded theory.
In this research, grounded theory was adopted as an accepted method of textual 
investigation, with the goal of revealing factors and constructing a research model of 
travel motivations regarding local food and beverages (Crawford and Stodolska, 2008; 
Strauss and Corbin, 1990). This theory has been primarily used to develop derived 
theory about a phenomenon where either theory had previously not existed or where 
the theory is judged to be inadequate. Also, Mehmetoglua and Altinay (2006) 
indicated that grounded theory is appropriate for creating a theoretical model, give 
conceptual labels to the data, and place interpretations on the data in fields of 
hospitality and tourism.
5.4. INTERVIEWS PROCESS
In the following section, the process of the interview is prsented.
5.4.1 Ethical issues
In conducting interviews, ethical issues are one o f the main eoneems. More 
specifically, interviews should not be used as a devious means o f selling something to 
the respondent, and if respondents are uneasy and become upset, the interview ean be 
cancelled or postponed (Patton, 2000). In addition, Patton (2000) pointed out that 
when an interview has been completed and is considered a good interview, the 
respondents should know more about themselves and their situation. However, the 
researcher must remember that the purpose o f research is to collect data and not to 
change the respondents or their opinions.
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In this study, participation in the face to face interviews was on a voluntary 
basis and participants were informed about the purpose o f the study before they 
consented to the interviews. They were told that they may withdraw from the study at 
any time. Although some o f demographic information was used, pseudonyms were 
used in the transcripts and analysis to protect the anonymity o f participants unless they 
request to use their real names. Moreover, the raw data collected for this study was 
kept confidential and stored in a room which is accessible only to a principal 
investigator of this study.
5.4.2 Research design
This qualitative study focuses on the depth and richness o f interview data to 
conceptualise travel motivations regarding local food and beverages. According to 
Krippendorff (2004), qualitative interviews can be used in the initial phases to identify 
areas for more detailed exploration. Furthermore semi-structured interviews can be 
used to improve the quality o f survey-based quantitative evaluations by helping 
generate evaluation hypothesis, strengthening the design o f questionnaires and 
expanding quantitative evaluation findings (Breakwell et al., 2000; Krippendorff,
2004).
Qualitative interviews require a systematic approach to data collection, which 
enables the researcher to maintain objectivity and achieve valid and reliable results 
(Neuman, 2000). Breakwell et al. (2000) emphasised that it is important to understand 
that the research question, data collection technique and method o f data analysis are 
dependent o f one another. They cannot be separately viewed and should not be 
independently selected from one another. That is, a good qualitative study is one in 
which the method of data analysis is relevant to the question, and where the method of 
data collection generates data that are suitable to the method of analysis (Saunders et 
al., 2007; Sekaran, 2003). Thus, the current research adopted individual semi­
structured face to face interviews. As mentioned above, semi-structured interview is
Y.G. KIM
132
Chapter V. Research m ethod II: Interviews
useful for encouraging free expressions of interviewees’ thoughts and feelings 
(Breakwell et al., 2000; Neuman, 2000; Saunders et al., 2007).
5.4.3 Sampling procedure
Participants in the main interview phase of the current study were snowball 
sampled purposively. Snowball sampling is a special non-probability method used 
when the desired sample characteristic is rare (Breakwell et al., 2000; Eves and 
Dervisi, 2005). Snowball sampling is designed to identify people with particular 
knowledge, skills or characteristics.
Prior to the main qualitative study, two pre-tests were carried out. In a pre-pilot 
test, two different research methods were compared: open-ended paper-based 
questionnaires and face to face interviews. This pre-pilot test was set up in order to 
compare differences in the information collected between paper-based questions and 
face to face interview. It was conducted between 15* of February and on 3^  ^o f March, 
2008, and 5 people participated in paper-based questionnaires and 5 people took part 
in face to face interviews (see Appendix 1). As a result, deep information was shown 
through the findings o f face to face interviews rather than open-ended paper-based 
questionnaires.
In the next stage, individual pilot interviews were performed to obtain further 
deep or additional information. The interviews initially recruited five participants for 
individual semi-structured pilot interviews. This pilot interview was carried out with 5 
participants from 17* to 27*, March, 2008. The face to face interviews ranged in 
duration between 30 and 60 minutes. Analysis of these pilot interviews indentified key 
issues and concepts relating to how respondents chose to eat loeal food on their 
holidays.
In the main fieldwork, semi-struetured face to face interviews were conducted 
using standardised open-ended questions. The questions are both semi-struetured and
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open-ended to encourage free expressions of interviewees’ thoughts and feelings. 
People who had taken a holiday in the last 6 months and experienced local food local 
food and beverages on their holiday were identified through a eriteria-based snowball 
sampling technique.
The researeher had five acquaintances who had taken a holiday in the last 6 
months. Some of the initial interviewees were contacted through personal connections, 
and the researcher asked whether they were willing to participate in this interview. 
Most of them consented to take part in. Those people were interviewed for this study 
in early April. The researcher visited some of the participants’ homes or others were 
invited to researcher’s office to interview about their loeal food experiences. After the 
interviews, participants were asked whether they knew of other potential interviewees 
who had taken a holiday in the last 6 months, and some o f them introduced their 
friends or their family. Thus, a total of 20 personal interviews were carried out with 
people living in the U.K. between April and May, 2008. All interviews were 
conducted in English, and individual interviews ranged from 20 to 40 minutes.
5.4.4 Interview guide
Based on individual pilot interviews, the interview guide was revised before its 
use in the main field survey. The finalised interview guide consisted o f 13 questions, 
plus the introductory information on the research and questions in relation to 
participant demographic characteristics (see Appendix 2). Standardised open-ended 
questions were organised in three sections. The first section focused on questions 
about interviewee’s recent holidays (e.g., ‘where did you go for your recent holiday?’ 
and ‘with whom did you go on holiday?’). The second section related to: their local 
food experience (e.g., ‘what kinds of local food did you eat on your recent holiday?’); 
reasons influencing local food choice (e.g., ‘why did you choose to eat this local food 
on your holiday?’); and feelings or opinions about local food experiences (e.g., ‘what 
was/was not pleasurable about tasting loeal food on holiday?’, ‘what words best 
describe your feelings when you tasted local food that you not enjoyed/did not enjoy
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on your holiday?’, and ‘what do you think are the advantages/disadvantages o f tasting 
loeal food on holiday?’). The third section focused on demographics or background 
questions such as gender, age, marital status, education, occupation, and nationality.
5.4.5 Analysing data
The content of the interview was digitally recorded, with the consent of the 
participants, and the researcher took a memo about gestures and facial expressions. 
Digital recordings o f the interviews were transcribed verbatim into text for data 
analysis. The current research adopted face to face interview with the goal o f better 
understanding travel motivations related to local food and discovering additional 
motivational factors. A grounded theory approach was adopted, as an accepted method 
of textual investigation, with the goal of revealing motivational factors and 
constructing a research model o f travel motivations regarding local food and 
beverages. The method led to propose a theoretical model of local food consumption 
and yielded an in-depth understanding of consumption and experiences of local food 
and beverages in a tourist destination. The findings of this survey were used in 
questionnaire generation, which will form a quantitative survey in the next phase. 
When analysing the interview data, the current research followed the three steps 
recommend by Strauss and Corbin (1990). The first stage involved scanning over all 
o f the collected data to obtain a broad understanding of the data. The second step 
involved reading the interviews and listing categories o f motivational factors. In the 
last step of data analysis, the coding work was manually performed, and this study 
eventually identified key themes.
5.5. FINDINGS OF INTERVIEWS
T h is j tu ^ ^  face to face interviews with 20 people who had taken a
holiday in the last 6 months to identify and support seven nominated motivafibhal
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factors suggested in the literature review. This qualitative survey examined whether 
these are relevant in the eontext of the current research and whether there are any 
further factors that should be added.
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5.5.1 Study participants
Table 5.1 shows the profile o f respondents in detail.
Table 5.1 Profile of respondents
Respondent Sex M arital
status
Age Education Occupation Nationality
1 Female Married 25-34 PG degree House wife Korean
2 Female Married 25-34 UG degree Hotelier Korean
3 Female Married 45-54 PG degree Career consultant British
4 Male Married Over 55 PG degree Retired American
5 Female Married Over 55 UG degree House wife American
6 Female Single Over 55 UG degree Retired American
7 Female Married 35-44 UG degree Part time Malaysian
8 Female Single 25-34 UG degree Assistant manager Japanese
9 Male Single Under 24 High school Student Japanese
10 Female Single 25-34 High school Student Malaysian
11 Female Single 35-44 PG degree Part time Chinese
12 Male Married 35-44 UG degree Full time Thai
13 Female Single Under 24 High school Student Chinese
14 Female Single 25-34 UG degree Student Iranian
15 Male Single 25-44 UG degree Unemployed British
16 Female Single 35-44 UG degree Teacher Iranian
17 Male , Married 45-54 UG degree Accountant British
18 Female Single Under 24 High school Student Chinese
19 Male Single 25-34 UG degree Part time Chinese
20 Male Married 35-44 PG degree Part time Chinese
Among the 20 participants, 13 of the interviewees were female, and 7 were 
male. Nine were married, and the remainder were single. The ages of the interviewees 
ranged from under 24 to over 55 years old. The majority o f the sample had a relatively 
high educational background, as 16 people had undergraduate degrees as higher. There 
were many different jobs and nationalities amongst the interviewees.
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5.5.2 Local food experiences
Interviewees had experienced different local food and beverages in different 
countries. Table 5.2 presents local food and beverages that respondents had eaten in 
their travel destination.
Table 5.2 Local food experiences
Respondent Destination Local food and beverages
1 Barcelona, Spain Paella (risotto, sea food risotto)
2 Rome, Italy^ Margherita pizza, pasta, espresso, 
and tiramisu
3 Shrewsbury Pork with a local sauce in an organic farm, 
and local vegetable from farm shops
4 Spain Local fish
5 Spain Local fish
6 From the west coast to the 
east coast in the U.S.
Deep-fried chips
7 Amsterdam, Holland Patty shell
8 Kyoto, Japan Wild chicken and green tea
9 Prague, the Czech Republic Pork knee and Pilsner (local beer)
10 Venice, Italy Margherita pizza
11 Yorkshire, England Yorkshire tea
12 Switzerland Local sausage
13 Spain Paella
14 North of Iran Traditional rice stew
15 Hong Kong Noodles, Dim sum, etc.
16 France French coffee
17 Belgium Local fish dish
18 Austria Schnitzel (Beef cutlet)
19 Switzerland Au bleu (Blue trout), Raclette
20 Switzerland Au bleu (Blue trout), Raclette
5.5.3 Findings and discussion
The findings of the qualitative survey of 20 interviewees were classified into 
three major categories, ‘motivational factors’, ‘demographic factors’ and ‘food-related 
personality traits’. Motivational factors included exciting experience, escape from
routine, health concern, gaining kno^edge, authentip-'"65^erience, togetherness.
prestige, sensory:or^ppeal , and physical environment. Demographic factors contained
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gender, age, and educational level, while food-related personality traits consisted of 
food neophobia, which is regarded as avoidance of, and reluctance to taste, unfamiliar 
food and food involvement, which is considered as the level o f importance of food in 
an individual’s life. Quotes are identified by respondent numbers, as shown in Table 
5.1.
5.5.3J  Exciting experience
Participants related their interest in tasting local food and beverages to exciting 
and thrilling experiences. They mentioned that eating local food that they have not 
eaten before, or that they had seen in travel guidebooks was really an exciting 
experience:
“When you see or eat food  that you want and you are waiting fo r  long time, 
you must he excited. Oh! when I  am thinking about this fo o d  at this time, I  want 
to eat again. ” (Respondent 1)
“It was very exciting. I  am a person who likes food. Before I  went there, I  
searched travel information in the internet, and I  saw the picture. It looked 
very delicious. It made me excited, and eventually, I  ate that food, and it was 
really nice. ” (Respondent 18)
Food consumption as exciting experiences is supported by previous studies 
(e.g., Otis, 1984; Rust and Oliver, 2000; Sparks et al., 2003). Otis (1984) showed that 
trying new foods reflects a general preference for engaging in exciting kinds of 
activities. Namely, a need to taste foreign food or regional beverages may come from 
excitement seeking allowing people to have exciting experiences. In addition, feelings 
of excitement or curiosity can evoke expectation of food experiences (Rust and Oliver, 
2000). Rust and Oliver indicated that the eating experience brings excitement to 
people’s life, and its experience is considered a means o f improving oneself when 
expectation and satisfaction are combined. In other words, satisfaction with
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extraordinary meal experiences is caused by the meal being unexpectedly or 
surprisingly pleasant. Sparks et al. (2003) also stated the opportunity of trying new, 
exciting and different foods is one o f key reasons for eating out during holidays.
S.5.3.2 Escape from routine
One interviewee expressed that travellers may eat local food and beverages as 
they want to experience different things or escape from daily routines. Even if the 
participant seemed to be happy with their present living conditions, they may still need 
something new to help them feel strong and comfortable:
“It was really cold. So when I  was in a restaurant, maybe, I  could fee l very 
warm. Actually, I  went there after my exam finished, so it was great, because I  
could forget my study and everything. ” (Respondent 9)
The role o f local food on a motive of escape from daily life has been noted in 
several studies (e.g., Davidson, 2002; Fields, 2002; Passariello, 1983) that identified 
food as an inversion of everyday reality. According to Davidson (2002), travellers 
attempt to play social roles which they are denied in their routine. For instance, 
middle-class tourists tend to play at eating a ‘peasant for a day’, whereas lower- 
middle-class tourists tend to play at eating ‘king or queen for a day’. In other words, 
Davidson viewed tasting local food in a destination as a tool of being away from their 
usual environments. A similar argument was presented in Passariello (1983). This 
work suggested that tourists seek role-reversal experiences, including eating food 
unavailable to them in their everyday life. The type of inversion or reversal experience 
with eating local food is determined by the attempt to transcend the feeling o f routine 
life. Fields (2002) further added that wealthy tourists sometimes travel long distances 
to attempt to eat the fresh and exotic fruits o f poverty, which is regarded as an 
inversion of daily life.
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5.S.3.3 Health concern
Health concern was found to be a central motivational factor determining 
tourist interest in local food and beverages. Some o f the respondents perceived tasting 
local food as a means to improve their physical health:
“I  think many countries have different calorie cultures or diet cultures. They 
ju st serve fo o d  by traditional concern. For example, they serve food, good fo r  
your body, and they ju s t serve food, goodfor your health. ” (Respondent 4)
Some noted ‘fresh’ and that the food had not travelled long distances:
“You know that it is not produce from  lots o f  miles, it is not going to travel to 
other countries, and it is not going to be broken and something else. Also it 
seems to be fresher, because it doesn V have to come from  overseas. ” 
(Respondents)
“They have a reputation fo r  doing nice and fresh fish, because it comes 
directly from the river and straight to the restaurant that why chose it. It was 
fresh and it was well-cooked. ” (Respondent 17)
Others referred to local ingredients and cooking skills, believing these must be the 
result local advantages:
“Eating nice fo o d  is goodfor health I  think, because I  believe that local fo o d  is 
made by wonderful local ingredient, and local fo o d  has traditional local 
cooking skill. So, it must be good fo r  your health. ” (Respondent 7)
Some respondents also believed that fresh organic foods can enable their health to be 
improved:
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“I  heard that cheese and chocolate are famous fo o d  in Swiss, and this country 
is very clean and I  think it is very environment friendly and its fo o d  is also very 
good and very healthy food. I  méan, like real organic. So I  wanted to eat health 
food, and I  wanted to eat famous fo o d  o f  Swiss, that’s why. ” (Respondent 20)
Food has been identified to have a significant relationship with the health and 
nutrition considerations o f people (Pollard et ah, 2002). Many studies have 
investigated the important role o f health benefits in relation to food concerns (e.g., 
Glanz et ah, 1998; Mooney and Walboum, 2001; Sparks et ah, 2003). Glanz et ah 
(1998) demonstrated that the most important factor in food consumption is healthy 
lifestyle orientation, and consumers considered the importance of taste, nutrition, cost, 
convenience, and weight control for their health. Mooney and Walboum (2001) also 
revealed that people avoiding certain foods tended to worry about weight, health and 
unnatural ingredients. In the context of hospitality. Sparks et ah (2003) reported that 
54.70 % of respondents (n=459) responded that one of the key motivations o f eating 
out on holiday is consumption of healthy food at a tourist destination.
5.5.3.4 GainingÈt^owhdge
Interviews showed that the factor, cultural experience, derived from existing 
studies, could be divided into gaining knowledge and authentic experience. The 
interviewees thought that tasting local food can be one o f the ways to learn and 
understand about local culture. They also believed that eating local food can enable 
them enrich their intellectual tastes.
Several people seemed to desire to know more about the other countries and to 
observe new things:
“Many different countries have many different kinds o f  foods. And when we
can go there, we can try those foods. This is an important element fo r  travel
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and you can see wcys o f  eating and understand the culture there. ” 
(Respondent 13)
Some noted that they can think about cultural differences in dining habits:
“I f  you go to the America we always hurry. American people hurry. In 
American restaurants, they want you eat fast and go fast, and i f  Americans 
would wait to very long in a restaurant, they would complain to a manager 
about poor service and they are not come back to again. But in other countries, 
they don’t care. So it is very interesting what it say about the culture. So when 
travelling, you can see how different nationals respond to even how fo o d  is 
done in terms o f  quickness or time, it tells you about people and culture. ” 
(Respondent 4)
Others believed that understandings o f different countries can allow them to get 
knowledge about local economy, local people, and local surroundings:
“When you eat local fo o d  in foreign countries, you can understand something 
about people. Some countries we go to there are the main things fishes and sea 
foods. They tell you about their surrounding, tell you about their economy and 
how many people get a jo b  related to fish industry, and also you can 
understand why their smell is so. It is a part o f  culture o f  some places in the 
world. ” (Respondent 5)
“I  think if  I  have local fo o d  there I  can fee l them what local people like, 
although I  can 7 experience entirely. I  mean I  can understand that country 
indirectly even I  didn 7 wholly experience. Um, fo r  example, i f  I  eat beef there,
I  can understand that their main meal is beef, and they have different style 
cooking skill. ” (Respondent 18)
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Some interviewees mentioned that eating with local people at their home resulted in 
knowledge about the eating habits and table manners of local people:
“It may be a part o f  experience o f  going to a part o f  difference places, and it is 
to experience what fo o d  is like in that place, so ideally the ideal would eat fo o d  
in someone’s home in a local place. Then you can get really local fo o d  the best 
is that you can eat with local family, and you really experience what life is like 
in other places. Yes experience their culture and know their culture. ” 
(Respondent 17)
“I  can understand their table manner i f  I  go to some restaurant and see that 
people are eating there. ” (Respondent 18)
Some studies have indicated that the cultural attractiveness o f tourist 
destinations includes gaining knowledge, linked to awareness and understanding of 
foreign cultures for visitors with cultural backgrounds different from that o f the hosts 
(Fields, 2002; Getz, 2000). Fields (2002) mentioned that experience o f local food is 
viewed as a cultural experience on trips and holidays. Fields further suggested that 
cultural motivators can allow visitors to learn about and experience the host culture, 
and learning the host culture can make them closer to their destinations. More 
specifically, Getz (2000) maintained that locd^  ^ experiences can be viewed as the 
chanceto leam"a5out local culture. For example, touristsxan,acquire information on 
table manners, how to drink local wine, and different cooking methods during travel.
5.5.3.S Authentus^^edence
Some participants believed that authentic experience can be seen as new and 
unique experience of travelling. They focused on local food and beverages in terms of 
its uniqueness and originality. Authentic cultures may play a motivational role in 
providing something original and new to tourists.
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Participants believed that tasting local food in their original countries was authentic 
experience:
“Beer was really nice as well. I  heard that Czech beer is very famous. And 
Budweiser also came from Czech beer. But I  can 7 have exact name o f  original 
Czech beer. Anyway it was nice ” (Respondent 9)
“It is different when you try it (Paella) in England, maybe it is not typical and 
traditional food, but in that Spain, I  think more traditional” (Respondent 13)
Several participants expressed differences in food produced in their home country and 
adaptation the tastes of U.K consumers:
“You know I  can eat Thai food, India food, and Korean food  here (U.K.). But I  
think it is so different when you eat them here and when you eat them there. 
Local fo o d  here may be localized as English people want, and it is fo r  
English’s taste. So, I  think you can really experience about local fo o d  when 
you are in that original place ” (Respondent I)
Some mentioned more original taste and that they can not get this at home:
“We like food, and it was an organic farm  in local market. So we wanted to try 
different things in that local. It is more original taste I  think and you know i t ’s 
like something that you cannot get home, and even if  you can get some this 
organic in home. It is going to taste different local fo o d  from Shrewsbury can 
be different with what you can get it in Guildford” (Respondent 3)
Others talked about their special local food experiences in original places:
“I  like to taste food, especially in Japan. For example, I  tasted Uji tea in Uji 
city, and I  tasted a noodle in Soporo. So, it was good that tasting fo o d  with
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local ingredient, and my feeling is ‘Oh! being here ’, and I  thought that I  am in 
a real ” (Respondent 8)
“Because people said  this (Yorkshire tea) is very very popular drink... and 
Yorkshire tea is very famous and fantastic. And the place (Bettys Café tea 
rooms) that we were in was the place real British, and the decoration and o f  
that place was real British, and the fo o d  that we have been there was supposed  
to be rea l” (Respondent 11)
One of them believed it is exciting that they can compare local and traditional food 
that they have had before with that local food that they ate in the original place:
“It is pleasure to taste local fo o d  outside from your normal environment, and 
you can compare this with your normal fo o d  that you have everyday in your 
local. After that, you can share this food, and that food, it is very exciting, fo r  
example, Dutch fo o d  likes this, and Chinese fo o d  likes this ” (Respondent 7)
Handler and Saxton (1988) mentioned that “an authentic experience is one in 
which individuals feel themselves to be in touch both with a real world and with their 
real selves.” (p.243). Chhabra et al. (2003) added that products of tourism including 
dress, local food, and ritual can be defined as being authentic depending on whether 
those are enacted or used by local people according to custom and tradition. With 
respect to experience of local food and beverages, Ritzer and Liska (1997) suggested 
that local food experience is different and unpredictable in comparison to food at 
home, hence it can be seen as an authentic experience. More specifically, differences 
in use of ingredients, cooking skills, and preserving food between countries can be 
considered as authentic or traditional culture (Ritzer and Liska, 1997).
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5.5.3.6 Togetherness
Several interviewees considered that tasting local food can be regarded as an 
opportunity to meet and communicate with their family and other people. Such 
socialisation or family togetherness creates an enrichment o f life, and communication 
with others is good for their travel.
Some mentioned family togetherness:
“In Greece, the dinner is ready in evening, they start at 8:00 o ’clock, and they 
eat at least until 11:00 o ’clock. So people spend around 3 hours. It is a social 
thing, and it is highly interactive people are talking, talking and talking. They 
have an enjoyable conversation, and develop the friendship, especially 
family. ” (Respondent 5)
“It was different experience o f  being in that place. It was whole new area, not 
in England. It was different country and it was different experience, that is 
included food, but I  can say, it is fam ily togetherness, being with family, 
friends and with people around. It is good because o f  bring your family. That 
can be one o f  purposes, trip in different country. ” (Respondent 15)
Participants believed that eating together reinforces friendship:
“It was also happy. I  was with my person (a girl friend), and we were eating 
nice fo o d  together, and we were drinking nice beer together. So, it was really 
romantic. ” (Respondent 9)
Others noted meeting new people:
“It was good, especially, when eating there (Austria) we met some new Chinese 
friends we haven’t known each other before. Anyway we could jo in  them and 
we could give and take good information about there. ” (Respondent 18)
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Holiday meals have the potential to build personal relationships and strengthen 
social bonds. According to Fields (2002), eating food can enable people on holiday to 
be differentiated from others and share their preference or taste with people on their 
holiday. Those experiences shared with someone can add to the pleasure taken from 
travel. For example, Warde and Martens (2000) argued that eating out in a destination 
is a valuable sociability function of food. Respondents in their research considered that 
sharing food with their people during travel is more important than the quality o f food. 
Furthermore, participating in food festivals can give opportunities to enjoy together 
and create a feeling of a sense of unity (Warde and Martens, 2000). Ignatov and Smith 
(2006) also pointed out that spending time with family and friends is one of the 
reasons why tourists choose to taste local food and visit wineries. They further 
mentioned that chances to taste local food together with their pœp^e can make the 
pleasure of travel greater and experiences shared among them.
5.5.3.7 Prestige
This motivation obtained from the survey revealed local food experience to 
have a role in ego-enhancement or self-satisfaction. Even though respondents seemed 
to be personally interested in tasting local food, they also wanted to show their local 
food experience to friends or others:
“Ohl Iforget, it is an importance to me before eat food, I  always take a picture 
o f  food. It is same thing with that you take a picture o f  famous places, building, 
statue, and architecture, something like that. When you travelling, I  mean I  
post those local food  pictures on my website, because I  have my homepage. So 
I  show my experience to my friends, and I  explain about that food, and I  boast 
that (smile). But I  also give some information about local fo o d  to my friends. ” 
(Respondent 1)
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“Satisfaction, or feeling like I  made it that I  want. Because I  wanted to eat that 
fo o d  before, so I  mean I  ate something that I  want. And I  think it is new 
experience fo r  me, and it will be good memory o f  my travel and I  can say I  can 
give an advice to people who want to go there, and I  think I  can be satisfied as 
well with that food  i f  it was not good taste than I  expected, because it was that 
I  want, so, I  can be satisfied... ju s t eating that traditional food. ” (Respondent 
260
Considering a social phenomenon, Fields (2002) argued that expression o f self­
esteem can be increasingly emphasised, as the indistinct nature of class boundaries is 
gradually disappearing. A general motivation related to self-esteem or self­
enhancement is explained by a desire for recognition and attention from others in the 
context o f gastronomic tourism (Fields, 2002). For example, Fodness (1994) 
mentioned that a need for luxury and nice food and the availability of good restaurants 
on holiday are recognised as value expressive linked to self-esteem, which impresses 
people. Hall and Winchester (2001) also viewed seeking to gain knowledge about 
traditional food or wine as an expression o f self-esteem to others. They indicated that 
wine knowledge and appreciation are related to enhanced self-esteem, which creates a 
favourable impression. Similarly, the work of Pollard et al. (2002) commented that 
ordering a vegetarian meal, dining at a trendy restaurant, or eating exotic cuisine can 
be interpreted as a social symbol of the individual’s social status.
5.5.3.8 Sensory appeal
Several people felt that sensory factors can lead to their local food choice. In 
addition, their experience o f local food and beverages was satisfied through the smell, 
taste and visual image of local food. Especially, flavour was considered a basic 
standard for consumption of local food and beverages, such as ‘different taste’ or 
‘unexpectedly nice taste’:
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“Um, ‘delicious’ means ju st ‘delicious’, how can I  explain that (smile). For 
example, I  said before. Paella was salty, but I  had all o f  them. I  think it means 
‘delicious ’, I f  it was not delicious, I  couldn ’t eat that. In other words, delicious 
taste covers salty taste. I  think it is ‘delicious’ experience to me. ” (Respondent 
1)
“It had an interesting flavour. They would ju st put different things in together.
I  think they pu t in cream and soup, and they used different sauce and spicy. I  
don’t know what they were, but they had different flavour what we were used 
to eat in England. It means taste that is not the same as what I  am used to taste 
fo o d  home, but it is taste is still nice, but it is different. ” (Respondent 17)
“Actually, I  didn’t expect that this fo o d  would be nice, but it was nice. So, I  
was happy, because I  said that I  did not expect this local fo o d  would be nice, 
however it was great and I  can say it is one o f  my favourite foods. How can I  
explain, its cheese was very different. I  fe lt it was fresher and it was like it is 
live. I  can fee l that through the smell when it was coming. It is very special 
experience, and I  was satisfied through my mouth and nose. ” (Respondent 19)
Furthermore, display images of local food such as food well displayed and cooking 
performance may play a key motivational role in providing sensory pleasure to 
tourists:
“When you ordered they began cooking it, and demonstrate it in front o f  you. 
And they cook in front o f  you, and give you. So, le a n  see how to cook, and how 
to do to be better, and skill o f  a chef cooking it, and then they pu t it on plate  
only fo r  you from a part o f  taste, you look, watch they are cooking it. It is quite 
interesting. ” (Respondent 7)
“Frankly, we saw that food  well displayed in the show window. It was looking 
nice and quite delicious. And we didn’t have any choice, because the smell was
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really nice and it made me crazy (laughter), so we entered there. As expecting, 
fo o d  was really, really nice. ” (Respondent 9)
Furst et al. (1996) stated that sensory perceptions can play a crucial 
physiological and psychological part in appreciation of food. They further mentioned 
that sensory perceptions represent the considerations that people develop related to 
their taste in eating and drinking. In addition, taste can be a key consideration for most 
people in nearly all food and drinking settings. In terms of tourism, Kivela and Crotts 
(2006) emphasised that tasting local food and beverages on holiday are a kind of 
pleasurable sensory experience. Dann and Jacobsen^(2002) suggested that tourists’ 
need for seeking sensory experience can be satisfied through the smell and taste of 
local food, visual images of heritage buildings, and auditory cues from traditional
music in a tourist destination. Food, including regional beverages, local cuisine and 
indigenous agricultural products, can be regarded as an attribute of re-emphasis or re­
discovery of sensory experience. Boniface (2001) maintained that tasting, one of the 
sensual experiences, is a primary tourist motivation for travel. Since flavour is
regarded as an essential criterion for food consumption, people most frequently 
consume food th a ^ e y  evaluate as tasty. Therefore, taste o f food in tourism plays not 
onJy_2Lçentral,part.in,attracting ..potential visitors, into a destination but also becomes 
the ideal symbol of tourism consumption (Fields, 2002).
S.5.3.9 Physical environment
The key elements associated with physical environment of a restaurant were 
found as cleanness of local restaurants or restaurants with traditional appearance in 
local area. Appearance of the restaurant seemed to be one o f the key attributes, 
enabling travellers to consume local food and beverages at a destination:
“We went to restaurants looking nice and clean. ” (Respondent 2)
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“We found a local restaurant. It had the well, decorated inside looking old  
place, and it seemed to have an old history. It was a nice cosy traditional 
restaurant. ” (Respondent 4)
“It was a nice and big restaurant, and there were many people in. Frankly, I  
am a person who is looking fo r  a restaurant looking good and many people 
there, because I  think a busy restaurant and a place many people are in must 
be famous, and they have nice foods as well. ” (Respondent 9)
Physical environment was newly established through the qualitative survey. 
Based on the results of the survey, the factor, physical environment, was determined 
by some attributes such as cleanness of local restaurants and outward appearance of 
restaurants. Existing literature has suggested that physical environment can play a 
major role in effecting customer intention to visit a restaurant (Soriano, 2002; Yuksel 
and Yuksel, 2003). A comfortable atmosphere is seen as one o f important influencing 
factors, and it has an effect on attracting customers into the restaurant and intention to 
revisit (Soriano, 2002). In study on tourist satisfaction with restaurant service, Yuksel 
and Yuksel (2003) stated that:
“Service environment (i.e., 'seating arrangement, music, decoration) holds a 
central role in shaping the nature of customers’ behaviour, their reactions to places and 
their social interactions. Customers are likely to spend their time and money in an 
establishment where the service environment prompts a feeling of pleasure” (p.54)
Meiselman et al. (2000) also noted that individual elements o f the physical 
environment or appearance such as lighting, sound and interior can allow people to 
choose the restaurant, and identical foods perform differently in different surroundings.
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5.5.3.10 Food-related personality traits: Food neophobia and food 
involvement
Based on the results of the qualitative study, the category o f food-related 
personality traits was formulated with the assumption that tourists taking on holidays 
and trips may have a tendency towards food involvement and food neophobia. Food
involvement can be regarded as the extent to which individuals like talking about food, 
thinking about food during the day, and involving food-related activities (Bell and 
Marshall, 2003). Food neophobia can be defined as the extent to which consumers are 
reluctant to try novel foods such as food products, dishes, and cuisines (Pliner and 
Hobden, 1992). Food involvement and food neophobia, perceived as both behaviour 
^aîni3'pérson^iîy,Tîa^^ extensively used to predict the willingness to try unfkmiliar 
and also some familiar foods (Cohen and Avieli, 2004).
Interviewees were interested in food, and they may enjoy tasting local food 
during a holiday:
“We like fo o d  and we are interested in local fo o d ” (Respondent 3)
“I  am a person who likes food. ” (Respondent 18)
A participant mentioned their own personality related to attitudes towards local food 
and beverages and food preference. There were some statements in relation to food 
neophilic:
“Because I  like seafood, a squid, prawn and shellfish. ” (Respondent 1)
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While, few participants dealt with their tendency o f food neophobia:
“I  don 7 like to eat something I  don 7 think this is not food. I  don 7 think a snail 
is fo o d  we can eat. ” (Respondent 2)
“We don’t eat a lot offishes. But in some countries we go to that’s the main 
thing fishes and sea foods. ” (Respondent 5)
With respect to food involvement, this current research showed that food 
involvement personality traits were more likely to hold positive attitudes towards 
tasting local food and beverages in their travel. Chen (2007) studies the positive 
relationship between individuals’ perceived difficulty and their intentions to buy foods, 
considering food involvement. They found that consumers characterised by higher 
food involvement have the intention of purchasing foods. Individuals exhibiting 
neophilia have been identified to be able to discriminate food items in their taste 
evaluations and hedonic ratings (Pliner and Hobden, 1992; Ritchey et al., 2003). 
Therefore, they tend to seek something new as a means o f increasing sensation and 
pleasure. Pliner and Hobden (1992) remarked that high food-involved people, so 
called food neophilics, seem to be more inclined toward new food experiences. Food 
neophilia and food neophobia may be associated with possessing a different taste 
physiology, which enables individuals to experience food with more pleasure. In terms 
of tourism, tourists, who have a predisposition to be neophobic, seem to be reluctant to 
eat exotic food, while, others having a tendency to be food neophilic, tends to look to 
taste (Cohen and Avieli, 2004). Therefore, several studies have recommended that in 
order to investigate unfamiliar food choice and consumption, it is necessary to 
consider both food neophobia and food involvement, which lead to a likelihood o f a 
future food intake (Cohen and Avieli, 2004, Ritchey et al., 2003).
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5.53.11 Demographic characteristics
5.5.3.11.1 Gender
In terms o f gender, women were especially interested in tasting local food and 
excited about local food on their holiday. The demographic factor o f gender (female) 
is demonstrated as a crucial impacting element on food choice and eating behaviour:
“We like food  and we are interested in local fo o d ” (Respondent 3)
“We don’t eat a lot offishes... I  don’t like to smell fish... and I  don’t like to
smell fish cooking. ” (Respondent 5)
“la m  a person who likes fo o d ” (Respondent 18)
In terms o f gender, the findings of this study revealed that women were 
especially interested in tasting local food and beverages on their holiday. In the 
context o f tourism, Zeppel and Hall (1991) stated that demographic characteristics, 
such as gender, connected to patterns o f travel consumption. Furthermore, they 
indicated that in consumption of cultural attractions, women are generally known as 
more active consumers of cultural attractions than men (Zeppel and Hall, 1991). This 
premise was supported by the work o f Kim, Cheng, and O’Leary (2007). Their 
research focused on investigating the effects of socio-economic and demographic traits 
of tourists on visitation patterns to cultural attractions. With regard to the effects of 
gender, Kim et al. (2007) found that the probability o f taking part in cultural events or 
visiting cultural destinations for women were 1.21 times higher than for men. Kim et 
al. (2003) also showed that significant differences between genders were found 
amongst travel motives. Most females responded ‘family harmony and learning’ to be 
important, while males placed more importance on motives such as ‘adventure’ and 
‘natural resource’. They performed correlation analysis to investigate the relationship 
between motivational factors and demographic variables. Males related to factors.
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‘convenience o f facilities’ and ‘escape from routine’, and females were more likely to 
relate to ‘accessibility and transportation’ (Kim et al., 2003).
The demographic factor of gender is demonstrated as a crucial impacting 
element on food choice and eating behaviour (Ares and Gambaro, 2007). According to 
Flynn, Slovic, and Mertz (1994), women seemed to select ‘safety of food’ and ‘price 
of food alternatives’ as the primary preference in food purchase much more than men. 
But male tend to choose ‘taste o f food’ as the crucial preference in food purchase more 
than female. Ares and Gambaro (2007) showed there are differences in the attitude 
towards food consumption between men and women. Ares and Gambaro (2007) 
suggested differences in the perception o f willingness to try functional food between 
male and female, and they added different food products can be attractive for one or 
the other sex. Wadolowska, Babicz-Zielinska, and Czamocinska (2008) examined the 
relationship among socio-demographic variables, food choice, and food preferences. 
They discovered that the food choice motives were highly dependent on gender. They 
showed women are more interested in health problems, and diet and gaining 
knowledge about nutrition. For example, most female respondents considered ‘seeking 
novel healthy products’ (60.4%) and ‘taking care of health’ (63.4%) to be important. 
While negative and neutral attitudes to health were found more frequently in males.
5.5.3.11.2 Age
In terms o f cultural interests, mature aged individuals, in general, more often 
expressed their desires to understand and experience foreign cultures:
“It is very interesting what it say about the culture... they tell you about their 
surrounding. ” (Respondent 5)
“When you eat local fo o d  in foreign countries... you can understand something 
about people. ” (Respondent 5)
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“You really experience what life is like... experience their culture and know 
their culture. ” (Respondent 17)
Middle aged (35-44) and older people (over 55) also more often considered 
togetherness from the perspective o f seeing family, while, young respondents (under 
25), perceived being with friends to be more important:
“It is social thing... and it is highly interactive people are talking and talking. I  
see they think it is important relationship with people... especially with 
family. ” (Respondent 4)
“We (a respondent and his girl friend) were drinking nice beer together. So it 
was really romantic. ” (Respondent 9)
Older individuals more often expressed their health concerns in a tourist destination:
“They ju st serve fo o d  by traditional concern... For example... they serve 
food... goodfor your body... they ju st serve fo o d fo r  good health. ” (Respondent 
4)
The findings of the current research corresponded with past studies on age 
groups (Hall and Zeppel, 1990; Zeppel and Hall, 1991). In this study, mature aged 
individuals more often expressed their health concerns and their desires to understand 
and experience foreign cultures. Previous studies pointed out that relatively old people 
tend to be more represented among tourists, particularly at some cultural attractions 
such as art events, cultural festivals, and museums. From this point of view, Kim et al. 
(2003) indicated that there is a significant difference between age groups across travel 
motivations. An examination of the motivations across the age groups showed that 
most young people including under 29 and 29-39 had highest mean score for ‘escaping 
from everyday’, whereas older respondents, 50 years old or above, emphasised the 
factor o f ‘natural resource and health’ (Kim et al., 2003). Also, Kim et al. (2007)
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showed that individuals of less than 30 years o f age were 1.25 times more likely to 
visit theme parks than people who were between 30 and 60 years of age, while people 
in middle age group were the most frequent participants of local events or fairs. 
Interestingly, however they reported the empirical inverse evidence, which indicates 
the age group (under 30) had a significantly higher likelihood to participating cultural 
events, compared to the older age group (older than 61 years). Thus individuals who 
were older than 61 years o f age were less (0.79) likely to participate in such attractions 
than the younger individuals. Kim et al. (2007) interpreted this result as influencing 
socio-demographic changes. In other words, an increase in the quality of life made it 
easier to enjoy leisure activities. Thus the number o f trips to different destinations 
enhanced the chance to take part in cultural festivals or art attractions.
In existing research on food choice, Oram et al. (1995) suggested differences 
between adults and younger age groups for food selection. Visual elements of food can 
be regarded as a most important factor for children and gustatory and olfactory for 
adults. Olsen (2003) stated that age can be positively linked the frequency o f seafood 
consumption. This study revealed that when choosing seafood, older people are more 
involved in health than younger people, and this type of motivation has a positive and 
significant effect on seafood consumption. Olsen (2003) further mentioned that 
healthy eating served as a mediator between age and seafood consumption. Goktolga, 
Bal, and Karkacier (2006) pointed out that the preferences o f consumers over the food 
taste and food safety significantly changes based on age groups. More specifically, 
they referred that as the participants’ age increased by 1 year, the odds of choosing 
taste o f food as the primary preference in food purchase would decrease, while the 
probability of selecting safety o f food would increase (Goktolga et al., 2006).
5.53.11.3 Education
The majority of the participants in the current research had a relatively high 
educational background. Despite this, this research revealed that the participants with
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higher educational level more often expressed their cultural interest in gaining 
knowledge and authentic experiences through travelling:
“You can really experience about local fo o d  when you are in that original 
place. ” (Respondent 1)
“My feeling is ‘Oh, being here’ and I  thought that’ I  am in a rea l’. ” 
(Respondent 8)
Additionally, interviewees with relatively higher educational level were more 
interested in healthiness through consuming local food.
“They serve food... goodfor your body... they ju st serve food for  good health. ” 
(Respondent 4)
“I  believe that local fo o d  is made by wonderful local ingredient, and local fo o d  
has traditional local cooking skill... it must be good fo r  your health. ” 
(Respondent 7)
The majority of the participants had a relatively high educational background 
in the current study. The participants with higher educational level more often 
expressed their cultural interest in gaining knowledge. Additionally, interviewees were 
more interested in healthiness through consuming local food. With respect to 
education level, previous literature has concluded a significant relationship between 
well-educated individuals and cultural interest (Herbert, 2001; Kim et al., 2003). 
According to Zeppel and Hall (1991), tourists with lower educational level tended to 
be unlikely to consume cultural tourism, and most tourists visiting heritage sites were 
from relatively higher social classes and were well-educated. In particular, the 
intentions to visit art destinations such as musical events or museums and motives o f 
gaining knowledge and aesthetic seeking were positively affected by higher 
educational level, whereas motives to visit theme parks was negatively influenced by a
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high education level (Herbert, 2001; Zeppel and Hall, 1991). Herbert (2001) hence 
mentioned that the cultural products may need a certain level of cultural aesthetic 
knowledge or taste in order to allow tourists in higher socio-economic status enjoyed 
them. Kim et al. (2003) found that education level had an effect on tourist destination 
choice. They found that the intention to participant in cultural attractions was 1.26 
times higher for middle class respondents with college level education than for the 
lower educational group with high school level or below. Participants with 
postgraduate degree were 1.5 more likely visit such attractions than the low education 
groups. They added that there was a positive relationship between the level of 
education and motivation to learn knowledge and seek aesthetic experiences.
Regarding health concerns amongst education groups, Valli and Traill (2005) 
explored the effects on yoghurt preferences and consumption across EU countries, and 
they suggested that the higher educated consumers were more interested in their health, 
with yoghurt consumption being generally higher among better educated consumers, 
and these consumers perceiving yoghurt to be associated with healthy benefits. These 
benefits were less important to less well educated consumers. Wadolowska et al. (2008) 
perceived personal factors, such as education level as influencing factors on food 
preference. They indentified that negative or neutral perceptions of food related to 
health were shown more frequently amongst people with primary school education 
level.
5.5.4 Building a model: Result of interviews
Combining the results of the current research with existing literature led to the 
development o f a model o f local food consumption in a tourist destination. The results 
of the analysis, identified through the qualitative phase, were categorised into three 
major sections: motivational factors (i.e. exciting experience, escape from routine, 
health concern, gaining knowledge, authentic experience, togetherness, prestige, 
sensory appeal, and physical environment); demographic factors (i.e. gender, age, and
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education); and food-related personality traits (i.e. food involvement and food 
neophobia) (see Figure 5.1).
Figure 5.1 Model of influential factor to experience local food at a destination
Consumption of 
local food in a 
destination
Demo2raphic factors
• Gender
• Age
• Education
Food-related 
personality traits
• Food neophobia
• Food involvement
Motivational factors
• Exciting experience
• Escape from routine
• Health concern
• Gaining knowledge
• Authentic experience
• Togetherness
• Prestige
• Sensory appeal
• Physical environment
As shown in Figure 5.1, motivational factors include nine motivations found in 
the qualitative study. These motivations to consume loeal food and beverages at a 
destination are supported by existing literature in the eontext of tourism, hospitality, 
and food researeh. Several factors, such as exciting experience, eseape from routine, 
health coneem, gaining knowledge, authentie experience, togetherness, prestige have
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been found in past studies on general travel motivations (e.g., Chhabra et al., 2003; 
Davidson, 2002; Getz, 2000; Ignatov and Smith, 2006). Prestige, sensory appeal, and 
physical environment have been eonsidered as key determinants of serviee quality in 
the field o f hospitality and food (e.g., Meiselman et al., 2000; Yuksel and Yuksel, 
2003). Also, prior studies on food consumption have demonstrated that motivational 
factors containing escape from routine, health concern, togetherness, prestige, sensory 
appeal play a significant role in consumer’s food choice (e.g., Furst et al., 1996; Glanz 
et al., 1998; Khan et al., 1981; Lockie et al., 2004; Mooney and Walbourn, 2001). 
Therefore, motivational factors must be provided in the proposed model.
In food-related personality traits, food neophobia and food involvement, are 
recognised to be individuals’ food-related activities during their life (Bell and 
Marshall, 2003). Food involvement and food neophobia among people are engendered 
by both physiologieal and eultural influences (Cohen and Avieli, 2004; Pliner and 
Hobden, 1992). Thus Cohen and Avieli (2004) emphasised that these are a 
considerable issue, because differenees between cultures may have an effeet on tourist 
experiences o f local food on trips and holidays.
As seen in the literature review, démographie eharacteristics have not been 
eonsidered as a key factor affecting local food consumption in a tourist destination. 
However, this study found new information that these demographic variables can be 
regarded as an important theme, as unexpected. Demographic factors consist o f gender, 
age, and education (Kim et al., 2007; Olsen, 2003; Valli and Traill, 2005). Aceording 
to Khan et al. (1981), food choice at the individual level, including age and sex is a 
function of several interrelated aspeets of personality and mental health, and soeio- 
economie faetors, such as education determine various aspects of people’s lifestyle: 
nutritional intake, physical activity, standards o f health and hygiene, and the levels o f 
health and welfare services. As such, these elements can be explained in a 
demographic context.
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When analysing the interview data, the current study adopted the grounded 
theory approach suggested by Strauss and Corbin (1990). This approach was adopted 
as an accepted method of textual investigation, with the goal o f revealing motivational 
factors and constructing a research model o f travel motivations linked to loeal food. 
That is, this study firstly identified emerging themes induetively, without imposing 
labels or structure on the data prior to analysis. These emergent themes were then 
labelled. As the identified themes seemed to mateh issues previously identified in the 
literature, the labels used reflected the existing literature. Constructs drawn from the 
literature review were somewhat based on the development of the interview guide. 
However, these constructs were suggested by the general theory of travel motivation 
and food choice. There were two pre-tests carried out to develop the interview guide to 
provide reflection on the eonceptual factors derived from existing researeh and their 
relationship with others newly identified in this survey. Thus, this effort was not 
considered as a process to only confirm constructs drawn from the literature. This 
study ean be thus seen as exploratory, forming the groundwork for building a model of 
local food consumption at a tourist destination. According to Charmaz (2006), a model 
developed through grounded theory is modifiable as new data emerge from the 
literature or further research. In other words, grounded theory can be deseribed as 
‘middle range theories’ to explain behaviour and processes. Charmaz (2006) suggested 
that it is neeessary to empirically test, constantly compare with results o f new researeh, 
or interlace new data into the model developed by grounded theory. Therefore, this 
study empirically assesses the reliability and the validity of the findings of the 
interviews in the quantitative phase.
5.6. SUMMARY
This chapter discussed the methodological approach regarding the qualitative 
study for the interview, and the process and results of the interview were shown. 
Through an interview approach and review o f related literature on general travel
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motivations and food consumption, this survey not only identified the motivations 
influencing loeal food consumption based on the empirical context of local food 
experiences on trips and holidays, but also suggested a conceptual model o f local food 
consumption.
More specifically, motivations to consume local food and beverages at a 
destination included 9 motivational factors: ‘exciting experience’; ‘escape from 
routine’; ‘health concern’; ‘gaining knowledge’; ‘authentic experience’; 
‘togetherness’; ‘prestige’; ‘sensory appeal’; and ‘physical environment’. These were 
developed through investigation of participants’ experiences of local food and 
beverages and the synthesis of a linkage between existing literature on food choice and 
travel motivation theories. Whereas demographic factors including gender, age, and 
education and food-related personality traits containing food involvement and food 
neophobia were based on interviewees’ social and physiologieal backgrounds. These 
factors influencing consumption o f local food and beverages on holiday trips were 
discussed, based on the findings of the survey and existing literature, hence those were 
theoretically and tentatively accepted.
The next chapter includes research design for the quantitative phase and item 
generation, conducted based on the findings of interviews and existing literature. Then 
the pilot surrey will also be carried out.
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CHAPTER SIX
VI. RESEARCH METHOD III: 
ITEM GENERATION AND PILOT SURVEY
6.1. INTRODUCTION
In the previous chapter, nine motivational factors related to consumption o f 
local food and beverages at a tourist destination were reported, and a conceptual model 
including these motivational factors, demographic factors, and personal eharacteristics 
was suggested.
In this chapter, item generation for measure of factors affecting consumption o f 
local food was conducted based o il  the Findings o f interviews and existing literature, 
and the researeh method for the quantitative study was discussed. Generated items
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were pretested to determine problems with the questionnaire and identify dimensions 
of  influeneing faetors on local food consumption in a tourist destination. A measure 
developed through the pilot study was administered to the sample group at locations, 
purposefully selected to cover the full range of opinions. The study assesses the 
performance of the measure, involving an examination o f its reliability and validity.
6.2. QUESTIONNAIRE DEVELOPMENT
The design of the questionnaire involved two main steps. Firstly, main factors 
used in this research were identified through face to face interviews, and secondly, a 
questionnaire was developed based on the findings from interviews and related 
literature examining travel motivations and food choice.
6.2.1 Item generation
6.2.1.1 Food-related personality traits
The interview phase of this research showed that personal characteristics are 
key considerations to understand the tendency of tourists to sample loeal food and 
beverages. Hence, to understand this tendency of tourists, the current researeh adopted 
the Food Neophobia Scale (FNS) and the Food Involvement Scale (FIS).
Pliner and Hobden (1992) developed the FNS, which comprised 10 original 
items; however, Ritchey et al. (2003) suggested that using the six items derived from 
their research can be more validated rather than using the original 10 items of the FNS. 
Thus, the current research adopted the six items: T am constantly sampling new and 
different foods’; T f I don’t know what a food is, I won’t try it’; T like foods from 
different cultures’; ‘at dinner parties, I will try new foods’; ‘I am afraid to eat things I 
have never had before’; and ‘I like to try new ethnic restaurants’. Bell and Marshall
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(2003) recognised food involvement as the level of importance of food in a person’s 
life. They proposed that the FIS consisting o f 12 items was associated with the five of 
the activities of the food lifecycle: acquisition (items 4 and 10); preparation (items 9 
and 12); cooking (items 2 and 7); eating and procurement (item 1); eating (items 3, 5 
and 8); and disposal (items 6 and 11). However, this study modified the 12 original 
items to 6 revised items, considering the aims o f this study in terms o f tourism. Thus, 
statements related to disposal, cooking and preparation were deleted. The remaining 
questions associated with eating and acquisition (including original items 1, 3, 4, 5, 8, 
and 10) were used: I don t think much about food each day’; ‘talking about what I ate 
or am going to eat is something I like to do’; ‘compared with other daily decisions, my 
food choices are not very important’; ‘when I travel, one o f the things I anticipate most 
is eating the food there’; ‘when I eat out, I don’t think or talk much about how the 
food tastes’; and ‘I do most or all o f my own food shopping’ (see Appendix 5).
6.2.1.2 Motivational factors
Many researchers have indicated that one o f the most important steps in 
developing a measure is the conceptual task o f defining the construct, which is 
intended to evaluate (e.g., DeVellis, 2003; Netemeyer et al., 2003; Spector, 1992). 
DeVellis (2003) underlined that it should be difficult to generate appropriate items and 
establish research hypotheses for validation purposes, without a well-defined construct.
The current research, therefore, suggests definitions o f motivations found through the 
interview. Table 6.1 shows the operational definition o f constructs.
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able 6.1 Definition of constructs and references
Construct Definition References
Exciting
experience
Escape from 
routine
Health Concern
Gaining
knowledge
Authentic
experience
Togetherness
Prestige
Sensory
appeal
Physical
environment
Seeking for an exciting experience, created through de Guzman et al, (2006);
the medium o f undertaking activities involving Lee & Crompton (1992);
unknown risks or unusual happening in leisure or Petrick (2002);
travel activities Zuckerman (1979)
The reduction o f the perception that experiences de Guzman et al. (2006);
available in the home environment are not sufficient Lee & Crompton (1992);
to satisfy the need for optimal arousal Lee et al. (2004)
To increase well being and health, rather than 
relaxation through leisure or travel activities
Gaining knowledge refer to study tours, performing 
arts, cultural tours, travel to festivals, visits to historic 
sites and monuments, folklore and pilgrimages
Cornell (2006);
Hsu et al. (2007);
S ay ilia et al. (2007) 
Funk & Bruun (2007); 
Lee et al. (2004);
Kim & Chalip (2004)
The real, unique, and un-manipulated tourism Yeoman et al. (2007) 
experiences
A desire and willingness to meet people and have a Ignatov & Smith (2006); 
time with family from beyond the normal circle o f Lee et al. (2004) 
acquaintance
A desire to have high standing in the eyes o f Botha et al. (1999); 
surrounding people Crompton & McKay (1997)
A need to experience tourism through sensation or Son & Pearce (2005); 
feeling by tourists, perceived though specific sense Steptoe et al. (1995) 
modes, such as touch, smell, taste, sight, hearing or 
the sense o f balance.
A external surrounding and conditions in which Brady & Cronin (2001); 
something exists Parasuraman et al. (1998);
Soriano (2002)
Source: by the Author
Item generation was principally based on central concepts derived from the 
findings of the qualitative phase. In addition, the current research took into account 
existing instruments, which have already been developed through other empirical 
studies.
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In face to face interviews, nine motivational factors were found: ‘exciting 
experience’; ‘escape from routine’; ‘health concern’; ‘gaining knowledge’; ‘authentic 
experience’; ‘togetherness’; ‘prestige’; ‘sensory appeal’; and ‘physical environment’.
Items regarding ‘exciting experience’ and ‘escape from routine’ were derived 
from the finding of interviews and past studies (e.g.. Bell and Marshall, 2003; Fluker 
and Turner, 2000; Lee and Crompton, 1992; Zuckerman, 1996; Yoon and Uysal,
2005). The Novelty Seeking Scale (NSS) developed by Lee and Crompton (1992) and 
the Sensation Seeking Scale (SSS) suggested by Zuckerman (1996) were used because 
these scales include similar factors: the NSS contains ‘thrill’ and ‘change from 
routine’; and the SSS pertains to ‘thrill and adventure seeking’ and ‘boredom 
susceptibility’. Some items related to ‘mood’ from the Food Choice Questionnaire 
(FCQ) (Steptoe et al., 1995) were also considered to measure ‘escape from routine’ in 
the current research. The finding o f the interviews and the FCQ (Steptoe et al., 1995) 
were used for item generation of ‘health concern’, including several items, such as 
‘health’ and ‘natural content’. In the context of tourism research, many studies have 
dealt with ‘gaining knowledge’, ‘authentic experience’, ‘togetherness’, and ‘prestige’ 
(e.g.. Funk and Bruun, 2007; Jang and Cai, 2002; Jang and Wu, 2006; Kim and 
Jogaratnam, 2002; Lee el al., 2006; Luo and Deng, 2008; Manfredo et al., 1996; Yuan 
et al., 2005). Thus, some parts o f these existing instruments were applied considering 
local food experience in tourism. To generate items regarding ‘sensory appeal’, 
several items of the FCQ (Steptoe et al., 1995) were added, based the results o f the 
interviews. ‘Physical environment’ is a key element in terms o f food and restaurant 
research (e.g.. Bell and Marshall, 2003; Soriano, 2002; Steptoe et al., 1995; Yuksel 
and Yuksel, 2003). Therefore, items related to cleanness (Soriano, 2002; Yuksel and 
Yuksel, 2003), and familiar environment (Bell and Marshall, 2003; Soriano, 2002; 
Steptoe et al., 1995) were considered in this motivational factor.
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le 6.2 Items and their references
No Construct Item References
1 Exciting When tasting local food I have an expectation that Fluker, & Turner (2000);
experience it is exciting Lee & Crompton (1992); 
Zuckerman (1996); 
Qualitative phase
2 Experience of local food in its original place 
makes me excited
Qualitative phase
3 Tasting local food is thrilling to me Lee & Crompton (1992); 
Yoon & Uysal (2005); 
Zuckerman (1996)
4 Tasting local food makes me feel exhilarated Bell & Marshall (2003); 
Manfredo et al. (1996)
5 Escape
from
routine
Tasting local food on holiday helps me to relax Lee & Crompton (1992); 
Steptoe et al. (1995); 
Zuckerman (1996)
6 Tasting local food on holiday takes me away from 
the crowds and noise
Lee & Crompton (1992); 
Kim et al. (2003); 
Steptoe et al. (1995); 
Zuckerman (1996)
7 Tasting local food on holiday makes me not worry 
about routine
Lee and Crompton (1992); 
Pearce & Lee (2005); 
Zuckerman (1996); 
Qualitative phase
8 Health Local food contains a lot of fresh ingredients Steptoe et al. (1995);
concern produced in a local area Qualitative phase
9 Tasting local food keeps me healthy Steptoe etal. (1995); 
Qualitative phase
10 Local food is nutritious Steptoe et al. (1995)
11 Gaining Experiencing local food gives me an opportunity Funk & Bruun (2007);
knowledge to increase my knowledge about different cultures Jang &d Cai (2002); 
Qualitative phase
12 Experiencing local food helps me see how other 
people live
Jang & Cai (2002);
Kim & Jogaratnam(2002); 
Qualitative phase
13 Experiencing local food makes me see the things 
that I don’t normally see
Jang & Wu (2006)
14 Experiencing local food enables me to learn what 
this local food tastes like
Kim & Jogaratnam(2002); 
Qualitative phase
Source: by the Author
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Table 6.2 (continued)
No Construct Item References
15 Authentic
experience
Experiencing local food allows me discover 
something new
Manfredo et al. (1996)
16 Tasting local food in an original place is an 
authentic experience
Luo & Deng (2008); 
Qualitative phase
17 Tasting local food served by local people in its 
original place offers a unique opportunity to 
understand local cultures
Qualitative phase
18 Tasting local food in its traditional setting is a 
special experience
Luo & Deng (2008); 
Qualitative phase
19 It is important to me to taste local food in its 
original regions (countries)
Jang & Wu (2006) 
Qualitative phase
20 Togetherness Tasting local food enables me to meet new 
people with similar interests
Jang & Wu (2006); 
Qualitative phase
21 Tasting local food enables me to have an 
enjoyable time with friends and/or family
Jang & Wu (2006); 
Yuan et al. (2005); 
Qualitative phase
22 Having local food increases friendship or 
kinship
Lee et al. (2004)
23 Prestige I like to talk to everybody about my local food 
experiences
Bell & Marshall (2003) 
Jang & Wu (2006); 
Qualitative phase
24 I like to take pictures of local food to show 
friends
Qualitative phase
25 Experiencing local food enriches me 
intellectually
Correia et al. (2007)
26 I want to give advice about local food 
experiences to people who want to travel
Bell & Marshall (2003) 
Qualitative phase
Source: by the Author
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able 6.2 (continued)
No Construct Item References
27 Sensory appeal It is important to me that the local food I eat on 
holiday smells nice
Steptoe et al. (1995); 
Qualitative phase
28 It is important to me that the local food I eat on 
holiday looks nice
Steptoe etal. (1995); 
Qualitative phase
29 It is important to me that the local food I eat on 
holiday has a pleasant texture
Steptoe et al. (1995); 
Qualitative phase
30 It is important to me that the local food I eat on 
holiday tastes good
Steptoe et al. (1995); 
Qualitative phase
31 The taste of local food in its original countries is 
different to the taste of same food in own my 
country
Steptoe et al. (1995)
32 Physical
environment
I want to eat local food in a clean place Steptoe et al. (1995); 
Yuksel & Yuksel (2003); 
Qualitative phase
33 I want to eat local food in a historical place Qualitative phase
34 I think that a busy local restaurant provides nice 
food
Bell & Marshall (2003); 
Qualitative phase
35 Hygiene and cleanliness is important to me 
when I eat local food
Soriano (2002); 
Qualitative phase
36 It is important to me that local food I eat on 
holiday is familiar to what I normally eat
Qualitative phase
37 It is important to me that the local food I eat on 
holiday is different from what I normally eat
Bell & Marshall (2003); 
Yuksel & Yuksel (2003); 
Qualitative phase
Source: by the Author
According to DeVellis (2003), one of the most common item formats is a 
Likert scale. Zuckerman (1971, 1979, 1994, 1996) used a forced-choice question 
format, where respondents provide an answer (i.e., yes or no) for each item in order to 
develop the Sensation Seeking Scale (SSS), However, other researchers have noted 
that the forced-choice scale does not allow for the possibility that the item may not 
apply to a respondent (e.g., Arnett, 1994; DeVellis, 2003). Additionally, the forced- 
choice format means that some potentially useful information may be lost as it does
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not provide any indication of the extent to which participants agree or disagree with 
the items, and it also assumes participants’ responses are adequately reflected in the 
choice available (Breakwell et al., 2000). DeVellis (2003) maintained that: “when a 
Liker^ scale is used, the item is presented as a declarative seihence..followed bv 
response options that indicate va^ing  degrees of agreement with or endorsement of
the statement” (n.Z8)_J)eVellis (2003) reported that most practical studies have 
^employed seven possible responses: strongly disagree; moderately disagree; mildly 
disagree; neither disagree nor agree; mildly agree; moderately agree; and strongly
agree. DeVellis (2003) further added that 7-point Likert scale, one o f the common 
item formats, is mostly used in scalejieyeJ[opment. Therefore, respondents’ motivation 
to taste local food was determined wjth a 7-point Likert scale, ranging l=strongly 
disagree to 7=strongly agree in the present study.
6.2.2 Content validity: Questionnaire pre-testing  ______
Prior to the pilot study, questionnaire pre-testing was carried out. The aim of 
the_pre-testing wasJ.aJdentify.-patentiaLpr.ablems with redundant questions, missing 
quegioi^ a n d  misunderstood questioDS._and-ambiguous questions, and this test is 
associated with gaining face validity and content validity (DeVellis, 2003; Hensley, 
1999; Hinkin et al., 1997).
The pre-testing was performed from the 10^ *^  to 20*^  of July, 2008 with 20 
British respondents who had taken a holiday in the last 6 months. Participants were 
asked to fill out the questionnaire, and then their opinions about the questionnaire were 
solicited. There were some suggestions and opinions for improving items by
participants. Respondents pointed out that a few statements had a slightly.different (or 
strange) shade of meaning, and some items were revised and modified: _
• In part D, Q3 (Tasting local food helps me find thrills): Some respondents 
indicated that the wording (thrills) seems to relate to physical relationship 
(i.e., sex). Thus some of them recommend a statement that "tasting local
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food  is thrilling to me’ would be better rather than ‘tasting local food helps 
me find thrill’ used in the initial version.
• In part D, Q12, 13, 14, 15, 15 and 25, "experiencing local food... ’ would be 
better rather than ‘experience of local food.. .’ used in the initial version.
• In part D, Q Q15: ‘experience of local food makes me discover something 
new’ was revised "experiencing local fo o d  allows me discover something 
new'
• In part D, Q17: ‘tasting local food in its original place offers a unique 
opportunity to understand local cultures’ was revised to "tasting local food  
served by local people in its original place offers a unique opportunity to 
understand local cultures' would be better, because some local restaurants 
employed foreigners (e.g., Indian waitress in Spain local restaurants)
• In part D, Q27, 28, 29, and 30: ‘it is important to me that local food I eat on 
holiday...’ was revised to "it is important to me that the local fo o d  I  eat on 
holiday...'
• In part D, Q31 : ‘taste of local food here is different when eating it in my 
country (or other countries)’ was revised to "the taste o f  local (or ethnic) 
fo o d  in its original countries is different to the taste o f  same fo o d  in own my 
country'
• In part D, Q37: ‘it is important to me that local food I eat on holiday is 
different to what I normally eat’ was revised to "it is important to me that 
the local food  I  eat on holiday is different from what I  normally eat'
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6.3. RESEARCH DESIGN II: QUANTITATIVE PHASE
6.3.1 Objectives of the main study
The aim o f this quantitative phase is to identify and validate the dimensions of 
each factor of travel motivations linked to consumption of local food and beverages. 
Additionally, the result o f the interview identified demographic variables and food- 
related personality traits as factors affecting local food consumption. Thus, the main 
study also examines the relationship among the key factors (i.e., motivations, food- 
related personality traits, and demographic characteristics). At the outset of this 
research, the objectives are to:
• To validate motivational dimensions found in the qualitative phase;
• To develop a valid and reliable instrument to measure motivation to 
consume local food at a tourist destination;
• To empirically investigate factors influencing consumption o f local food in 
destinations: and
• To examine the relationship among the key factors found in this study.
6.3.2 Sample size
According to Hair et al. (2006b), planning ahead to consider potential sample 
size is a sensitive concept. This is because the effect o f sample size can influence the 
^validity of  the results, the ability to use certain stati^ical techniques, and ^ of
the survey (Cooper and Schindler, 2005; DeVellis, 2003; Hair et al., 2006b; Sekaran, 
2003). DeyelJi&_(2003) further mentioned that larger samples allow the researcher to 
perform more sophisticated data analyses than do smaller samples.
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In general, a small sample size can cause non-convergence and improper 
solutions such as negative variance estimates, which makes parameter estimation un­
interpretable (Anderson and Gerbing7”l998 ; Hair et al., 2006a). Thus, to allow
statistical analysis to be undertaken and to obtain a converged and proper solution for 
models with three or more indicators per factor, the general recommendation is that 
sample sizes between 30 and 500 are appropriate for most surveys (Cooper and 
Schindler, 2005). More specificallv. Henslev (19991 suggested that factor analyse for
scale development may require a minimum of 150 observations. In additioivthe ratios
o f the number of samples to the number of measured variables are within infheTange
o f 10 to 20 people per measured variable (DeVèTlis,"2003)r Similâïïÿ^'Thompson
(2004) recommended that the absolute niihimum ratio is 5 individuals to eaclTvariable, 
but not less than 100 individuals for any analysis. The current research follows
recommended levels of the sample size 150 at minimum (Anderson and Gerbing, 
1988; Hair et al., 2006a). Tims, the,sample^d least a total of 150 British
tourists who had taken a holiday in case destinations (South Korea, Spain, and the 
U.K.).
6.3.3 Quantitative analysis method
Factor analysis is the most commonly used analytic technique for data 
reduction and refining constructs (Hinkin et al., 1997; Pallant, 2005). Factor analysis, 
including both principal component analysis and common factor analysis, is a 
statistical approach that is used to analyse interrelationships among a large number of 
variables and to explain these variables in terms of their common underlying 
dimensions or factors (Hair et al., 2006). There are two main approaches to factor 
analysis, the exploratory factor analysis (EFA) and the confirmatory factor analysis 
(CFA). EFA is commonly used to reduce the set o f observed variables to a smaller, 
more parsimonious set o f variables. On the other hand, CFA is used to assess the 
quality of the factor structure by statistically testing the significance of the overall 
model as well as the relationships among items and scales (Hair et al., 2006; Hinkin et 
al., 1997). The primary purpose of either exploratory or confirmatory factor analysis in
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scale development is to examine the stability of the factor structure and provide 
information that will facilitate the refinement of a new measure (Anderson and 
Gerbing, 1988; Hair et al., 2006).
The EFA assumes a prominent place in the measure purification process and is 
useful at reducing a large number o f items into a manageable set (Anderson and 
Gerbing, 1988; DeVellis, 2003; Hair et al., 2006). It is particularly helpful as a 
preliminary analysis in the absence o f sufficiently detailed theory about the relations 
o f the indicators to the underlying constructs (Gerbing and Anderson, 1988). 
According to Hair et al. (2006), researchers have to assess the appropriateness of 
factor analysis through Kaiser-Meyer-Olkin (KMO) measure o f sampling adequacy 
and Bartlett test o f sphericity. KMO measure of sampling adequacy needs to be tested 
to assess the factorability o f the data. The KMO index ranges from 0 to 1, the 
minimum value for a good factor analysis is suggested as 0.6 (Pallant, 2005). The 
Bartlett test o f sphericity provides the statistical significance that the correlation 
matrix has significant correlations among at least some of the variables (Hair et al.,
2006). Latent root criterion (Eigen values) is one o f the most commonly used methods 
to determine the number o f factors. In this technique, factors with an Eigen value of 
1.0 or above are considered significant and retained for further investigation (Hair et 
al., 2006; Pallant, 2005). The percentage of variance criterion is an approach based on 
achieving a specified cumulative percentage o f total variance extracted by successive 
factors. Although there is no exact way for obtaining the number of factors, generally 
in social science, a solution is that 60% of the total variance is accepted (DeVellis, 
2003; Hair et al., 2006).
There are two main approaches to rotation, resulting in either orthogonal or 
oblique factor solutions. Varimax is widely used as an orthogonal rotation because of 
its simplicity and conceptual clarity. This method is not appropriate when a theoretical 
expectation of a general factor exists because varimax serves to spread variance evenly 
among factors, which results in distorting any general factor in the data (Hair et al., 
2006; Pallant, 2005). Thus, varimax rotation is useful for principle components
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analysis (data reduction) because this process simplifies the presentation and 
interpretation of factor analysis results (Hair et al., 2006; Pallant, 2005). An oblique 
approach allows for the factors to be correlated, however this method is more 
complicated to interpret and to report. Because the existence of substantial correlations 
among factors implies that a higher order factor may exist, oblique solutions are more 
useful in theory building (DeVellis, 2003; Hair et al., 2006).
Although the EFA can be usefiil for assessing the extent to which a set of items 
assesses a particular content domain (or set o f scales), a major limitation o f this 
technique is the inability to quantify the goodness of fit o f the resulting factor structure 
(Hair et al., 2006). In response, researchers recommend that new scales are subjected 
to CFA (Anderson and Gerbing, 1988; Hair et al., 2006; Hinkin et al., 1997). CFA is a 
method for evaluating whether a pre-specified factor model provides a good fit to the 
data and allows for more precision in evaluating the measurement model. CFA departs 
from the EFA mainly in two ways: 1) it relies heavily on a different method of 
estimation, namely, the method o f maximum likelihood; and 2) it uses a different set 
o f standards for evaluating the adequacy of factor solutions (Anderson and Gerbing, 
1988; DeVellis, 2003; Hair et al., 2006). Statistical software such as LISREL and 
AMOS offer the opportunity to perform confirmatory analysis. CFA is most useful in 
later stages of scale development to refine and improve the instruments (Anderson and 
Gerbing, 1988; DeVellis, 2003; Hair et al., 2006).
6.4. SURVEY PROCESS
6.4.1 Process of data collection
In terms of the data collection method, it is noted that the choice o f which 
method is to be employed largely depends on compromises of the available budget, the
time frame of the research, type o f data required, and research context. Thus, it was
Y.G. KIM
178
Chapter VI. Research m ethod III: Item  generation & pilot survey
decided that the current study use convenience sampling and a personally distributed 
questionnaire.
The population was set as British tourists who had tasted local food during 
their holiday. Also, the case destination in this survey is divided into three sub-cases. 
That is, the first main survey selected tourists who have been on holiday in South 
Korea; the second survey group chose tourists who take a holiday in Spain. In addition, 
the U.K was added as an additional case study destination. In addition, two regions of 
each of the case destinations, urban and coastal areas, were chosen. These are because 
the current research also intended to consider food-related personality traits, such as 
food neophobia and food involvement to examine the difference o f food experience 
amongst local foods regarded as unfamiliar, a little unfamiliar, and familiar to British 
tourists, and this research assumed that there may be a difference of personality traits 
between tourists visiting an urban destination and tourists visiting a coastal destination. 
Jang, Ha, and Silkes (2009) suggested that some of Asian foods are unfamiliar to 
western people. Jang et al. (2009) conducted a study on the importance o f perceived 
attributes of Asian foods (i.e., Chinese, India, Japanese, Korean, Thai, and Vietnamese 
food) among Westerners. The overall mean-value o f western respondents’ attitudes 
toward Asian food in terms o f exotic was 4.87 among scale o f measure l=not 
important to 7=very important: Korean food (m=5.26); Indian food (m=5.03); Thai 
food (m=4.97); Vietnamese food (m=4.82); and Chinese food (m=4.46). In addition, 
although Spain is one of the major holiday destinations for U.K. tourists (WTO, 2007), 
according to Yell.com (2008), which provides U.K. business listings, only 437 
Spanish restaurants are located in the U.K. While, Yell.com (2008) showed that there 
are only 29 Korean restaurants in the U.K. Linked to this, this study assumed that 
Korean food may be unfamiliar to British tourists, and Spanish food may be a little 
unfamiliar to British tourists.
Also, tourists with children and those travelling in tour groups were excluded 
in the main study, since their local food choice might be affected by their children or 
tour programs that tour agencies provided (Kang and Hsu, 2005; Nickerson and
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Jurowski, 2001). Therefore, the periods of the main survey were intentionally selected 
as being outside school holidays.
Song and Li (2008) mentioned that seasonality is the most outstanding 
characteristic o f travellers’ habits. Korea Ministry of Culture and Tourism (2008) 
reported that March and April, springtime, are the peak season for visiting South 
Korea. EzineArticles (2008) addressed the best season to travel in Europe. Spring is 
usually considered to be the best time to visit most parts of Europe. EzineArticles 
further added that in southern Europe, it is comfortable enough to go sightseeing in 
spring and summer. Summer in Europe is from July to late August and this is the 
finest weather of the year. Therefore, convenience sampling, as one o f non-probability 
methods was used, and respondents were approached on the streets, around shopping 
malls and restaurants in tourist attractions and the airports in South Korea, Spain, and ' 
the U.K. Intentionally, the main study was conducted between 9* o f April and 16^  ^o f 
May, 2009 in South Korea; between 14* of June and 29* o f June in Spain; and 
between 10* of July and 20* of July in the U.K.
6.4.2 Case destinations
In this study, the city and coast o f three destinations were chosen. In South 
Korea, Seoul (the city) and Busan (the coast) were selected. Seoul is the capital o f 
South Korea with over 600 years o f history. It is the heart o f Korea’s culture, 
education, politics and economics. Seoul is unique in that historical sites and modern 
cultural facilities co-exist in harmony, for example, museums, palaces, parks, 
mountains, and parks (Korea Tourism Organisation, 2009). Busan is the fifth largest 
port in the world and the second city in South Korea. There is a good mix of modem 
and traditional culture, lively markets and beaches. Busan is also famous for its 
seafood and beaches. Landscape o f Busan includes a coastline with fine beaches, 
scenic islets and tall mountains (KTO, 2009).
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In South Korea, overall, there are many restaurants, including Korean 
restaurants, western style restaurants, ethnic restaurants, and fast food restaurants (see 
Figure 6.1). However, Insa-dong located in the centre of Seoul, is one of the famous 
food attractions for foreign tourists. There are many traditional restaurants, traditional 
tearooms, and cafes. However, there are also few ethnic restaurants and fast food 
restaurants, such as Starbucks coffee shops, sushi restaurants and Burger king. Even 
though Busan offers a variety of tastes, such as Korean, western, and other ethnic 
foods, this city is well-known for fresh fish. Hence here are many seafood restaurants 
(Food in Korea, 2008; KTO, 2009).
Figure 6.1 Pictures of South Korea
i
A. Korean restaurant in Insadong, Seoul B. Fish market in Busan
Source: A: Food in Korea (2008) and B: KTO (2009)
In Spain, Barcelona (the city) and Malaga (the coast) were chosen. Barcelona 
is the second largest city in Spain and the capital of Catalonia. This city is also one of 
the most popular tourist destinations in the world. In Barcelona, museums, theatres, art 
galleries and nightlife are of an impressively high standard, and these arts and design 
centres have a lot of interesting sights to offer to its visitors (Spain, 2009). Malaga is a 
major holiday resort on the Costa del Sol and has a promenade along beaches in 
Andalucia. Behind the harbour lays the inside of Malaga that surrounds El Perchel, 
Lagunillas and La Trinidad. The city is not only well known for its sandy beaches but 
also for its rich history, additionally being the birthplace of the famous painter Pablo
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Picasso. The Picasso Museum opened in 2003 and has been highly praised by those 
who appreciate exceptional culture (Spain, 2009).
Each part of Spain has different and distinctive typical dishes (see Figure 6.2). 
However, Barcelona offers a variety of food experiences, including specialised local 
restaurants and regular restaurants, such as ethnic restaurants and fast food restaurants. 
In particular, Catalan cuisine (e.g., rice dishes and paella) and seafood dishes (e.g., salt 
cod dishes and bacalao) are famous in Barcelona. The food of Malaga is typical 
Mediterranean. Main food is fish, and the most consumed fish dishes are Analusian 
style. However, Malaga offers many restaurants and places to eat, from fish 
restaurants, vegetarian places, Italian cuisine, Hindu, Chinese, French, to English 
dishes (Barcelona, 2009; Spain, 2009).
Figure 6.2 Pictures of Spain
A. Local restaurant in Barcelona B. Restaurants in Malaga
Source: A: Barcelona (2009) and B: Virtual tourist (2009)
In the U.K., York (the city) and Padstow (the coast) were selected. York is one 
of heritage cities with a history that dates back to before Roman times. Until the 
industrial revolution York was second in size of population. York has 2,000 years of 
history and is a city where sight seeing is easy, most of the attractions, such as a 
variety of architecture and heritage sites, lie within the city walls (Visit Britain, 2009).
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Padstow is a Cornish coastal town, offering typical Cornish coastal landscape, such as 
high cliffs, rocky coves, golden sands along seaside (Padstowlive, 2009).
York offers many restaurant choices, such as local bistros, chain restaurants 
and tearooms (See Figure 6.3). Especially, a traditional English tearoom such as 
Bettys Cafe Tea Rooms is one of the famous foodie attractions in York, and there are 
regular restaurants, such as ethnic restaurants and fast food restaurants. Padstow is also 
well-known for offering fresh dishes with Chef Rick Stein leading local restaurants 
and traditional Cornish food such as pasties, cream teas, saffron buns (Visit Britain, 
2009). Thus, Padstow can be regarded as a major food attraction in the U.K. 
(Honkanen, 2010). However, local cafes, tearooms and local pubs are also located in 
Padstow.
Figure 6.3 Pictures of U.K
N
A. Tearoom in York B. Sea food restaurant in Padstow
Source: A: Yorkpress (2008) and B: Rickstein (2009)
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6.4.3. Questionnaire layout
The questionnaire was composed o f 6 sections (see Appendix 5). Firstly, a
cover page was included and labelled ‘greeting’. This page was to convince the
travellers to take part in the survey. According to Alreck and Settle (1995), the section 
o f greeting can allow the participants to be less suspicious o f providing their personal
information. % us. the questionnaire included information regarding the purpose of the 
^ d y  to assure respondents that this survey was confidential and ]pEîonnë3^fbr
^adem ic purposes onlv.. The next sections covered the main aims o f the survey, 
associated with understanding o f food neophobia (part A) and food involvement (part 
B). Seven-point interval scale was employed ranging l=strongly ■ disagree to 
7=strongly agree.
The third section was about participants’ local food experiences, and they were 
asked to tick the local foods that you have eaten. In this section, local foods at three 
destinations were chosen: South Korea, Spain, and the U.K. These foods were selected 
based on existing reports, announcing main traditional foods and popular foods for 
foreign visitors (Food in Korea, 2008; KTO, 2009; Spain, 2009; Visit Britain, 2009). 
In this section, photos of local foods were inserted, to avoid respondents’ confiision 
over what was meant by local food and as an aide memories as to which local foods 
they had eaten. The foods were selected to be typical local foods in each destinioation, 
and local foods selected in this study were shown in Figure 6.4, 6.5, and 6.6.
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F igu re  6 .4  K o rea n  fo o d s se lected  in th e  research
Bulgogi Bibimbap Samgyetang
Japchae
%  ■
Kimchi
mm
Pajeon
Source: Food in Korea (2008)
‘Bulgogi’ is a Korean barbeque, and it is marinated and grilled beef dish. 
Major ingredients of this food are beef soy sauce, sesame oil, green onions, and garlic. 
‘Bibimbap’ is served with properly cooked rice in a hot or cold bowl, topped with 
various vegetables, meats and egg. ‘Samgyetang’ is cooked by putting glutinous rice, 
ginseng, jujube and garlic into a chicken. ‘Japchae’ is made by putting sliced beef 
mushrooms, onion, ginger, soy sauce, and sesame seed oil. ‘Kimchi’ is a fermented 
food that mixes pickled Korean cabbage with spicy vegetables and various condiments 
such as salted fish and red pepper powder. Key ingredients of this food are Korean 
cabbage, chopped garlic, ginger, scallions, and chilli peppers. ‘Pajeon’ is made with 
flour batter, eggs, green onions, and seafood, served with a mixture of soy sauce and 
vinegar for dipping (Food in Korea, 2008; KTO, 2009).
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F ig u re  6 .5  S p a n ish  fo o d s  se lec ted  in th e  research
Paella Tortilla De Patatas Chorizo
Gazpacho Bacalao fritters Tapas
Source; Spain (2009)
‘Paella’ is a saffron-flavoured Spanish rice dish, made with varying 
combinations of rice, vegetables, meat, chicken, and seafood. ‘Tortilla de patatas’ 
(Spanish omelette) is a typical Spanish dish consisting of an egg omelette with fried 
potatoes. This food is made by potatoes, onion, eggs, and oil (olive oil, canola oil, or 
sunflower oil). ‘Chorizo’ is a pork sausage that has many different varieties and is 
eaten all over Spain. ‘Gazpacho’ is a tomato-based raw vegetable soup served cold. It 
originates in the southern region of Andalusia. Major ingredients o f this food are 
tomatoes, onion, cucumber, green pepper, and olive oil. ‘Bacalao’ is dried salt cod, 
and ‘Bacalao fritters’ is fried Bacalao. This local food is made by salt cod, olive oil, 
potatoes, onion, eggs, milk, hot red pepper sauce, and parsley. ‘Tapas’ is simply a 
small snack or appetiser taken with a drink or two at lunchtime or in the early evening 
before the main meal (Spain, 2009).
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F igu re  6 .6  B r itish  fo o d s  se lected  in th e  research
Yorkshire curd tarts Dressed crab
 ^ t i o iW i  .1
Cornish pasty
Cream tea English breakfast Roast beef
Fish and chips
Source: Visit Britain (2009)
‘Yorkshire curd tart’ is a traditional teatime food, best served with a proper cup 
of strong Yorkshire tea. This is made by cream milk, butter, caster sugar, eggs, 
breadcrumbs, and seedless raisins. ‘Dressed crab’ is a crab shell packed with white 
crab meat and brown crab meat. In food includes mayonnaise, salt, pepper, eggs, and 
parsley. ‘Cornish pasty’ is filled with beef, sliced potato, turnip and onion in a pastry. 
This food is made by plain flour, butter, and salt. ‘Cream tea’ is tea taken with a 
combination of scones, clotted cream and jam. Generally, ingredients, such as plain 
flour, butter, baking powder, salt, sugar, and milk are used to make this food. ‘English 
breakfast’ is a traditional cooked meal, typically and originally eaten at breakfast.
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though now often served at other times during the day. ‘English breakfast’ generally 
consists o f sausages, bacon, egg, mushrooms, tomato, baked beans, and bread. ‘Roast 
beef is a cut of beef which is roasted in an oven, and this is made by beef with salt, 
pepper, onion, carrot, com flour, glass o f white wine, and butter. ‘Fish and chips’ 
consists of deep-fried fish (traditionally cod, haddock or flounder) coated in batter or 
breadcrumbs with deep-fried chipped potatoes. Main ingredients of this food are 
baking powder, potatoes, cod or haddock, and vegetable oil (Visit Britain, 2009).
The fourth section (part D) was considered as a main part o f the questionnaire.
This section dealt with respondents’ motivations linked to consumption orio^TToüd 
and beverages, and respondents were asked about why they choose local food and 
beverages on their trips and holidays. There were 37 items ranging T=sfrongly 
disagree to 7=strongly agree. In the fifth section, respondents’ future intention was 
asked constituting 2 statements (part E) ranging l=extremely unlikely to 7=extremely 
likely. The last section (part F) asked respondents’ demographic characteristics, such 
as gender, age, education level and income, based on the outcomes o f the intereview
and previous studies, showing that these can be regarded as key variables among 
motivational factors.
6.4.4 Analysing data
After conducting a main survey in the selected different destinations, the next 
step is to analyse the collected data. All previous steps in the research process support 
this search for meaning, and meaningful information occurs by carcftif.analvsis_and.-. 
interpretation of the collected data (Churchill and lacobucci, 2004). This research 
employs several quantitative analysis techniques, which range froni sim ple_descnpi^ 
analysis,_cprrelatiqn analysis to more complex techniques: factor analysis and 
reliability analysis. Data analysis in the current research employs the SPSS software 
program and AMOS.
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In the EFA, the researcher can first classify the separate factors of the structure 
and then identify the extent to which each variable is explained by each factor (Hair et 
al, 2006). CFA was used to develop a good measurement model. CFA method to scale 
estimations and construct reliability overcomes the limitations of the EFA in which the 
researcher is allowed to identify on the basis of theories; (1) pairs o f common factors 
are correlated, (2) observed variables are affected by which common factors, (3) 
observed variables are affected by an error term factor, and (4) pairs o f error terms are 
correlated. Statistical tests can be employed to investigate whether the data confirm 
the substantively generated model (Anderson and Gerbing, 1988, Bohmstedt and 
Borgatta, 1981; Fomell and Larcker, 1981; Hair et al., 2006). CFA involves the 
specification and estimation of one or several hypothesised models o f factor structure, 
each o f which suggests a set of latent variables to account for covariance amongst a set 
of observed variables (Anderson and Gerbing, 1988; Hair et al., 2006).
6.5. PILOT SURVEY
A pilot survey should be well organised and implemented in the same way as 
the main survey, expected to be conducted, since the pilot survey can contribute to
improving the dimensionality and reliability" o f I h F  scale items (Neuman, 2000). 
According to Saunders, Lewis, and Thornhill (2007), the pilot survey can indentify
possible weaknesses, ambiguities missing questions, and poor reliability checks. Many 
researchers have suggested that the aim o f pilot studies is: to test fieldwork 
arrangements; to close with respondents; to train and test fieldworkers; to estimate
response rate; and to test analysis proce(^res (e.g., Breakwell,.Hammond aqd Fite- 
^ a w ,  2000; Biyman,-2004; Hair.-et al.,,2006a; Saunders, .Lewis, and-Thornhill,.2007; 
Sekaran, 2003).
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6.5.1 Survey objectives: Pilot survey
The objectives o f the pilot survey are:
• To determine problems with the questionnaire and modify the questionnaire;
• To identify exploratory motivational dimensions influencing consumption of
' local food in a tourist destination;
• To verify motivational dimensions as the current research indented; and
• To demonstrate reliability and validity of measures
6.5.2 Survey procedure: Pilot survey
The decision as to which sample to use is dependent upon the nature o f the 
current research aims, the desired level o f accuracy in the sample and the availability 
of a good sampling frame, money and time (Bryman and Bell, 2003; Hair et al., 
2006b). The current research adopts the population, which is set as native British. 
More specifically, British tourists who have experienced local food and beverages in 
selected destinations (i.e. South Korea and Spain) are identified through a criteria- 
based sampling technique.
In this pilot survey, two types o f data collection methods were employed 
purposefully: snowball sampling and convenience sampling. The snowball sampling 
was to use British who had experienced Spanish local food and beverages. The 
researcher had five acquaintances in the U.K., and those people were asked whether 
they know of anyone who had experienced Spanish local food in the last 6 months 
whom the author is looking for. Another method was used in on-site survey. That is, 
convenience sampling was to employ with British tourists who had experienced Korea 
local food, were visiting Seoul, South Korea as of September, 2008. The pilot survey 
was performed in the U.K between 22"^ to 28^  ^ o f August and South Korea from 11*^
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to 17^  ^o f September. A total 70 questionnaire were distributed, and a total of 63 usable 
responses (90%) were obtained.
6.5.3 Results: Pilot survey
6.5.3.1 Personal backgrounds o f the participants
In the current research, a total 63 valid questionnaires were collected for the 
data analysis. British respondents were almost equally split between a person who had 
experienced Spanish local food at 33 and a person who had experienced Korean local 
food at 30. Table 6.3 presents the profile o f the respondents.
Table 6.3 Demographic characteristics (N = 63)
Demographics Categories Frequency (n) %
Gender Male 29 46.0
Female 34 54.0
Age group Under 25 years 11 17.5
25-34 years 15 23.5
35-44 years 15 23.8
45-54 years 13 2 0 .6
Above 55 years 9 14.3
Level o f education GCSE/O-Levels 1 1 .6
GNVQ/A-Level/NVQ 10 15.9
Undergraduate degree 31 49.2
Postgraduate degree 19 30.2
No qualifications 2 3.2
Annual family income Average 37,444 pounds*
Note: * Open-ended question
From the 63 respondents, 34 respondents identified themselves as female and 
they represent 54.0% of the total, whereas, 29 males make up the rest 46.0%. In terms 
of age group, 17.5% of the respondents were under 25 years of age, 23.8% were 
between 25 and 34, 23.5 % were between 35 and 44, 20.6% were between 45 and 54, 
14.3% were over 55. The 25-34 group and the 35-44 group were found to be the
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largest age group. The educational level category revealed that the majority o f the 
samples had relatively high educational backgrounds as about 79.4 % o f the sample 
held undergraduate or postgraduate degrees. Overall, respondents have a good 
standard with 30.2% holding a postgraduate degree, 49.2% a undergraduate degree 
Bachelor degree, 15.9% studied up to A levels, 1.6% have studied up to O levels and 
3.2% do not hold any qualifications. Table 7.6.4 shows the sample representation by 
annual family income in pounds. The average family income was 37,444 pounds, and 
it was higher than the average family income (32,779 pounds) announced in 2006 
(BBC online, 2007).
6.S.3.2 Factor analyses and reliability
Internal consistency was calculated using Cronbach coefficients, and all 
constructs ranged from 0.64 to 0.95, higher than the minimum cut-off score o f 0.7 
(Hair et al, 2006a). However, only one factor, labelled ‘physical environment 
(cleanliness)’ was 0.26 (see Table 6.4).
The EFA with varimax rotation was undertaken to assess the underlying 
motivational dimensions of the conceptual model o f consumption o f local food and 
beverages. To determine whether a particular data set is suitable for factor analysis, 
inspection o f the strength of the relationship among the items is necessary (Hair et al, 
2006a). Hence, the EFA was carried out to determine whether the nominated factors 
would be extracted. The latent root criterion o f 1.0 was used for factor inclusion, and a 
factor loading o f 0.40 was used as the benchmark to include items in a factor 
(Anderson and Gerbing, 1988; Hair et al., 2006a). The appropriateness o f factor 
analysis was determined by the Kaiser-Meyer-Olkin (KMO=0.72) measure of 
sampling adequacy and Bartlett’s test of sphericity (p<.000). As described in Table 6.4, 
the EFA resulted in eight motivational factors derived from the 37 items. All factor 
loadings were greater than .40 at a significant level, demonstrating a set o f good 
correlations between the items and their factor (Anderson and Gerbing, 1988).
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Table 6.4 Results of exploratory factor analysis (EFA) and reliability
Factors and Items Mean SD Loadings Eigen
Value
% of 
V ariance
Cultural experience (a = .946) * 12.276 33.179
18. food in its traditional setting 5.65 1.42 .8 6 8
15. discover something new 5.78 1.18 .836
14. learn what this local food tastes like 5.97 1.25 .826
17. offers a unique opportunity 5.54 1.44 .823
16. authentic experience 5.71 1.37 .815
1 1 . knowledge about different cultures 5.87 1 .1 2 .795
1 2 . see how other people live 5.76 1.16 .778
19. its original regions (countries) 4.97 1.75 .683
13. things that 1 don’t normally see 5 J3 1.32 .647
36. local food on holiday is familiar to 5.02 1.59 .447
what I normally eat (deleted)
29. a pleasant texture (deleted) 532 1.32 .439
Excitement (a = .910)* 5.254 14.201
4. feel exhilarated 4.14 1.45 .858
1 . exciting 4.32 1.4,6 .857
2 . original place makes me excited 5.04 1.43 .830
5. helps me to relax 4.21 1.52 .822
7. makes me not worry about routine 3.65 1.52 .662
6 . away from the crowds and noise 3.58 1.42 .649
Sensory appeal (a = .918)* 2.817 7.614
31. different taste 5.24 1.29 .874 _
28. looks nice 5.16 1.38 .856
30. tastes good 5.84 1.35 .838
27. smells nice 5.27 1.49 .813
2 0 . meet new people (deleted) 5.96 1.38 .795
3.tasting local food is thrilling to me 5.94 1.38 .615
(deleted)
Health concern (a = .801)* 2.145 5.796
1 0 . nutritious 42 2 1.21 .838
9. keeps me healthy 3.97 1.18 .804
8 . fresh ingredients 4.81 1.38 .718
Note: KMO: 0.722, Bartlett test of Sphericity:2077.520, Sig.:.0 0 0
* Cronbach’s alpha reliability coefficient
** Each item has a 7-point Likert response set: disagree strongly to agree strongly
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Table 6.4 (continued)
Factors and Items Mean SD Loadings Eigen
Value
% of 
Variance
Prestige (a = .809) *
24. take pictures o f local food to show 
friends
25. enriches me intellectually
26. give advice about local food
23. talk about local food experiences
3.46
4.13
333
4.16
1.75
1.60
1.59
1.48
.803
.583
.577
.554
1.923 5.198
Phvsical environment (a = .262) * 
(cleanliness)
32. clean place
35. hygiene and cleanliness
2.57
4.47
1.32
1.58
.757
.453
1.510 4.081
Togetherness (a = .852) *
2 1 . enjoyable time with friends/family
2 2 . increases friendship/kinship
4.44
4.59
1.55
1.52
.805
.759
1.364 3.686
Physical environment (a = .636) * 
(different environment)
37. different from what I normally eat
33. historical place
34. busy local restaurant
4.92
4.73
4.68
1.24
1.32
1.43
.736
.506
.413
1.205 3.257
Total variance explained (%) 77.010
Note: KMO: 0.722, Bartlett test o f Sphericity :2077.520, Sig.:.000 
* Cronbach’s alpha reliability coefficient
** Each item has a 7-point Likert response set: disagree strongly to agree strongly
Bartlett’s test of sphericity (a statistical test for the presence o f correlations 
among the variables) and the KMO (Kaiser-Meyer-Olkin) measure of sampling 
adequacy were measured to assess the factorability o f the data. KMO value at 0.722 
exceeded the acceptable minimum value which is 0.6, and Barlett’s test o f sphericity 
was found significant (p<.000). Thus, significant inter-correlation exists among all 
factors (Hair et al., 2006a; Pallant, 2005). The retained factors were supported by the 
following criteria: a) meaningfulness of each factors retained, b) all variables loaded 
significantly on each factor, c) high amount o f variance (%) explained by the 8 factors 
(77 %), d) all variables show relatively high communalities.
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A result of the EFA, reliability, and item-based statistics provided the number 
o f dimensions for nominated constructs. Eight motivational factors were identified and 
those were labelled: ‘cultural experience’; ‘excitement’; ‘sensory appeal’; ‘health 
concern’; ‘prestige’; ‘physical environment (cleanliness); ‘togetherness’; and ‘physical 
environment (different environment)’. However, Cronbach coefficient o f ‘physical 
environment (cleanliness)’ was 0.26. This is lower than the minimum cut-off score of 
0.7 (Hair et al, 2006a), hence this factor was dropped, including item 32 (I want to eat 
local food in a clean place) and item 35 (hygiene and cleanliness is important to me 
when I eat local food). Although Cronbach coefficient o f ‘physical environment 
(different environment)’ was also lower than the minimum cut-off score, considering 
small sample size of the pilot study, this factor remained. The following items were 
dropped because these items were cross-loaded in two factors: item 3 (tasting local 
food is thrilling to me) was in ‘exciting experience’ and ‘sensory appeal’; item 20 
(tasting local food enables me to meet new people with similar interests) was in 
‘togetherness’ and ‘sensory appeal’; item 29 (it is important to me that the local food I 
eat on holiday has a pleasant texture) was in ‘sensory appeal’ and ‘cultural 
experience’; and item 36 (it is important to me that local food I eat on holiday is 
familiar to what I normally eat) was in ‘physical environment’ and ‘cultural 
experience’.
6.S.3.3 Construct validity
In order to test correlation coefficients among dimensions for construct validity, 
a Pearson correlation test was used (see Table 6.5). Although there were correlations 
between some dimensions: ‘prestige’ and ‘excitement’ (0.55); ‘togetherness’ and 
‘cultural experience’ (0.51); and ‘different environment’ and ‘cultural experience’ 
(0.51), their correlations were only moderate and acceptable (Hair et al, 2006a) (see 
Table 4.6). Other dimensions showed low relationship or no significant relationship 
with other dimensions (< 0.50). Thus, construct validity was established.
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Table 6.5 Inter-correlations among motivational factors
FI F2 F3 F4 F5 F6  F7
FI cultural experience 1
F2 excitement .359" 1
F3 sensory .366" .059 1
F4 health .383" .372" - .0 0 1 1
F5 prestige .484" .556" .053 .383" 1
F6  togetherness .512" .358" .256* .254* .460** 1
F7 different environment .556" .411" .162 .475** .484** .396** 1
Note: *p<0.05, **p<0.01
6.5.4 Discussion
A valid and reliable 31-item scale was identified among 37 items, and the scale 
consisted o f seven interrelated dimensions: ‘cultural experience’; ‘excitement’; 
‘sensory appeal’; ‘health concern’; ‘prestige’; ‘togetherness’; and ‘different 
environment’ through the pilot survey. The items measuring the dimensions were 
internally consistent, and the reliability was satisfactory.
‘Sensory appeal’, ‘health concern’, ‘prestige’ and ‘togetherness’ were 
identified as anticipated. However, the pilot study showed some unexpected results. 
With respect to ‘cultural experience’, in the current research two nominated 
motivational factors derived from the interview, ‘gaining knowledge’ and ‘authentic 
experience’ were anticipated. However, existing literature has indicated that cultural 
experience at a tourist destination can contain learning history, understanding different 
countries, exploring different cultures, and experiencing o f unique cultures (e.g., 
Chhabra et al., 2003; McIntosh et al., 1995; Poria et al., 2004). Thus, this motivational 
factor was acceptable.
In opposition to expected results, two nominated factors, ‘exciting experience’ 
and ‘escape from routine’ were loaded in the same dimension. It may be that 
participants though that ‘exciting experience’ can be recognised as a sort of escaping
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usual experiences in everyday life. Thus, these motivations can be dealt with as a 
similar motive, loaded in the same factor, ‘excitement’.
‘Different environment’ pertained to 3 items: ‘I want to eat local food in a 
historical place (Q. 33)’; ‘it is important to me that the local food I eat on holiday is 
different from what I normally eat (Q. 36); and ‘I think that a busy local restaurant 
provides nice food (Q. 34)’.
A total six items were dropped. Four items were deleted because o f being 
cross-loaded: i.e. ‘it is important to me that local food I eat on holiday is familiar to 
what I normally eat’ (item 36); ‘it is important to me that the local food I eat on 
holiday has a pleasant texture’ (item 29); ‘tasting local food enables me to meet new 
people with similar interests’ (item 20); and ‘tasting local food is thrilling to me (item 
3). Two items (item 32 and item 35) loaded in ‘cleanliness’ were dropped, because its 
reliability value was 0.26, lower than the minimum cut-off score of 0.7 (Hair et al, 
2006a).
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&Table 6.6 Revised items and questionnaire
No Construct Items
1 Excitement When tasting local food I have an expectation that it is exciting
2 Experience o f local food in its original place makes me excited
3 Tasting local food makes me feel exhilarated
4 Tasting local food on holiday helps me to relax
5 Tasting local food on holiday takes me away from the crowds and noise
6 Tasting local food on holiday makes me not worry about routine
7 Health
concern
Local food contains a lot o f fresh ingredients produced in a local area
8 Tasting local food keeps me healthy
9 Local food is nutritious
10 Cultural Experiencing local food gives me an opportunity to increase my
experience knowledge about different cultures
11 Experiencing local food helps me see how other people live
12 Experiencing local food makes me see the things that I don’t normally see
13 Experiencing local food enables me to learn what this local food tastes 
like
14 Experiencing local food allows me discover something new
15 Tasting local food in an original place is an authentic experience
16 Tasting local food served by local people in its original place offers a 
unique opportunity to understand local cultures
17 Tasting local food in its traditional setting is a special experience
18 It is important to me to taste local food in its original regions (countries)
19 Togetherness Tasting local food enables me to have an enjoyable time with friends 
and/or family
2 0 Having local food increases friendship or kinship
21 I like to talk to everybody about my local food experiences
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able 6.6 (continued)
No Construct Items
2 2 Prestige I like to take pictures o f local food to show friends
23 Experiencing local food enriches me intellectually
24 I want to give advice about local food experiences to people who want to 
travel
25 Sensory
appeal
It is important to me that the local food I eat on holiday smells nice
26 It is important to me that the local food I eat on holiday looks nice
27 It is important to me that the local food I eat on holiday tastes good
28 The taste o f local food in its original countries is different to the taste of 
same food in own my country
29 Different
environment
I want to eat local food in a historical place
30 I think that a busy local restaurant provides nice food
31 It is important to me that the local food I eat on holiday is different from 
what I normally eat
6.6. SUMMARY
In this chapter, item generation was carried out, the research method for the 
quantitative study was discussed, and the pilot survey was performed to identify 
exploratory motivational dimensions influencing consumption of local food and 
beverages in a tourist destination. The item generation was conducted and a total 37 
items were developed. Sixty three completed questionnaires were used for the analysis 
of the pilot study. The initial items were pilot tested, and dimensionality, reliability, 
and construct validity were verified through the pilot survey.
As a result o f factor analysis, seven dimensions were identified: ‘cultural 
experience’; ‘excitement’; ‘sensory appeal’; ‘health concern’; ‘prestige’;
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‘togetherness’; and ‘physical environment (different environment)’ through the pilot 
survey. The items measuring the dimensions were internally consistent, and the 
reliability was satisfactory. These all seven factors were supported by the statistical 
criteria except a factor. It was found that six items (3, 20, 29, 32, 35 and 36) o f the 
questionnaire had problems, the questionnaire, therefore, was revised based on results 
o f the pilot survey, and a total 31 item-scale was suggested.
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CHAPTER SEVEN
VII. FINDINGS OF THE MAIN STUDY
7.1. INTRODUCTION
The purpose of this chapter is to present the findings o f the main study and to 
develop a new tool to evaluate tourism motivations linked local food and beverages in 
a tourist destination. The chapter begins with profiles o f participants’ demographic 
characteristics. In this section, profiles o f British tourists recruited in South Korea, 
Spain, and the U.K. are described, and then, respondents’ travel pattern, food-related 
personality traits and their food experiences are shown. Additionally, this chapter 
presents relationships between respondents and some variables, such as food-related 
personality traits and their food experiences. In the next stage, this study assesses the 
reliability and the validity of the developed measurement and of factors influencing
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local food consumption. The last part examines the relationship between motivational 
factors found in this research, and other variables, such as the FNS, the FIS, and 
demographic factors.
7.2. PROFILE OF RESPONDENTS
In total, 900 self-administered questionnaires were distributed and 751 (83.4%) 
usable questionnaires were finally obtained. More specifically, in each destination, 
300 questionnaires were distributed, then 269 (89.6%) usable questionnaires were 
collected in South Korea, 246 (82.0%) usable questionnaires were collected in Spain, 
and 236 (78.0%) usable questionnaires were gethered in the U.K. The socio­
demographic and travel-related characteristics o f the British tourists obtained in South 
Korea, Spain, and the U.K. are shown in Table 7.1.
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Table 7.1 Demographic characteristics
Demographics S. Korea 
(n=269)
Spain
(n=246)
U.K
(n=236) /2 (P )
Gender
Male 139(51.7%) 126(51.2%) 113(47.9%) %2=41.03,
Female 130(48.3%) 120(48.8%) 123(52.1%) P=.00"
Age group
Under 24 yrs 37(13.8%) 35(14.2%) 48(20.3%) %2=3.847,
25-34 yrs 86(32.0%) 85(34.6%) 34(14.1%) P=.04®
35-44 yrs 63(23.4%) 31(12.6%) 52(22.0%)
45-54 yrs 47(17.5%) 45(18.3%) 52(22.0%)
Above 55 yrs 36(13.4%) 50(20.3%) 50(21.2%)
Education
0-Levels 35(13.0%) 16(6.5%) 26(11.0%) %2=3.847,
A-Level 94(34.9%) 47(19.1%) 48(20.3%) P=.04'^
UG 68(25.3%) 107(43.5%) 102(43.2%)
PG 62(23.0%) 65(26.4%) 53(22.5%)
Others 10(3.7%) 11(4.5%) 7(3.0%)
Annual income
- £ 1 0 ,0 0 0 41(15.2%) 32(13.0%) 26(11.0%) %2=21.44,
£10,000-24,999 70(26.0%) 58(23.6%) 38(16.1%) P=.00"
£25,000-39,999 83(30.9%) 73(29.7%) 64(27.1%)
£40,000-49,999 44(16.4%) 41(16.7%) 54(22.9%)
£55,000- 31(11.5%) 42(17.1%) 54(22.9%)
Note: a %2 analysis conducted in demographics amongst three countries (S. Korea, Spain, and 
the U.K.)
As presented in Table 7.1, amongst the samples recruited in South Korea 
(n=269) and Spain (n=246), the proportion of males was slightly higher than that of 
females (males 51.7% and females 48.3% in South Korea; and males 51.2%, females 
48.8% in Spain) where the sample from the U.K. comprised slightly more women than 
men (males 47.9% and females 52.1%). This result is reasonably representative of the 
U.K. outbound travel population for 2006 in terms of gender: males: 54.4%; females: 
45.6% (Travel Trends, 2007). Also this result can be also seen as the fact of that the 
samples recruited in South Korea, Spain, and the U.K differed in gender (%^=41.03, 
P=.00).
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In terms of ages, amongst the sample obtained in South Korea (n=269) and 
Spain (n=246), the largest age group of British tourist was between 25 and 34 years 
(32.0%; 34.6% respectively). Compared with Travel Trends, 2007, reporting the U.K. 
outbound travel population for 2006: 16-24 (9.4%); 25-34 (20.7%); 35-44 (23.4%); 
45-54 (21%); 55-64 (16.1%); and over 65 (9.5%), this suggests that British travellers 
visiting South Korea and Spain are relatively younger. In particular, the fact that 
younger respondents were travelling to South Korea, probably reflects that they were 
young backpackers. Indeed, this is supported by previous studies, which have 
indicated that Asia has one of the fastest growing tourist destination and this area is 
the most popular region for international young backpackers (Muzaini, 2006; Sorensen, 
2003). In the case o f the U.K., the 35-44 group (22.0%) and the 45-54 group (22.0%) 
were the largest age groups among the U.K. sample (n=236). There was a significant 
difference between South Korea, Spain, and the U.K. in relation to age groups 
(X^=41.03, P=.00), suggesting outbound tourists are younger than domestic tourists.
A large proportion of British tourists visiting South Korea had completed 
undergraduate or postgraduate education (48.3%). British travellers visiting Spain had 
a higher standard with 69.9 %, holding undergraduate or postgraduate degrees, and a 
large proportion o f the U.K. sample had undergraduate or postgraduate education 
(65.7%). This result suggests that the U.K. outbound tourists are well educated and 
coincides with previous research, identifying that education level had an effect on 
tourist destination choice and positive relationship between the level of education and 
travel motivations (Herbert, 2001; Kim, Lee, and Klenosky, 2003). In this result, there 
was a significant difference in educational level amongst the samples obtained 
between countries (%^=3.84, P=.04). That is, even if  all relatively higher educated, 
those in Spain and the U.K. significantly had a higher standard. This result may be 
linked that difference in age group between case destinations, showing that travellers 
in South Korea were young backpackers.
About 30% of respondents visiting South Korea had family incomes in the 
range of £25,000 - £39,999, and 29.7% of respondents earned £25,000 - £39,999 in the
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sample recruited in Spain. Also, 29.3% of respondents visiting the U.K earned 
between £25,000 and £39,999. The results presented the sample representation by 
annual family income in pounds, because National Statistics (2007) reported that 
British’s average family income was 32,779 pounds in 2006. However, the result of 
analysis showed that the samples recruited in South Korea, Spain, and the U.K 
differed in income groups (%^=21.44, P=.O0). More specifically. Table 7.1 showed that 
72.9% of respondents in the U.K. earned over £25,000, while, 58.8% in South Korea 
and 63.5% in Spain earned over £25,000 relatively. This finding may be related to the 
difference in age group between case destinations.
In the next section, respondents’ profiles are dealt with the sample obtained in 
the city and coast in three different countries in detail. There were no significant 
differences between the sample from the city and coast in South Korea and Spain, 
however the samples recruited in the city and coast in the U.K. were statistically 
different (see Table 7.2).
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Table 7.2 Demographic characteristics: U.K.
Demographics
City (n=115)
UK (n=236)
Coast (n=121)
Gender
Male 49(42.6) 64(52.9)
Female 66(57.4)
X2=2.49, P-.07"
57(47.1)
Age group
Under 24 yrs 33(28.7) 15(12.4)
25-34 yrs 14(12.2) 20(16.5)
35-44 yrs 23(20.0) 29(24.0)
45-54 yrs 25(21.7) 27(22.3)
Above 55 yrs 20(17.4)
%2=10.43,P-.03"
30(24.8)
Education
0-Levels 10(8.7) 16(13.2)
A-Level 29(25.2) 19(15.7)
UG 50(43.5) 52(43.0)
PG 21(18.3) 32(26.4)
Others 5(4.3)
%2=6.92, P=.14"
2(1.7)
Annual income
- £ 1 0 ,0 0 0 17(14.8) 9(7.4)
£10,000-24,999 23(20.0) 15(12.5)
£25,000-39,999 30(26.1) 34(28.1)
£40,000-49,999 29(25.2) 25(20.7)
£55,000- 16(13.9)
% 2=13.51,P=.0r
38(31.4)
Note: a %2 analysis conducted in demographics between city and coast within each country
There was a significant difference 10.43, P=.01) in age groups between the 
samples recruited in the city and coast, with more older people recruited in the coast, 
and more younger people in the city. This result may be linked to the fact that the 
coastal destination selected is famous for local foods and restaurants. Middle aged and 
older people have been shown to like to visit those places to taste local foods 
(Honkanen, 2010).
There was also a significant difference (x^= 13.51, P=.01) in relation to income 
with those recruited in the coast, being more affluent. This result also shows the 
difference: 80.2% of those visiting the coast earned over £25,000, while, 65.2% of
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respondents visiting the city earned over £25,000. This difference between the U.K 
samples may be because Padstow (coastal) can be regarded as a place o f food 
attraction; thereby people with a higher incomes visit Padstow just to taste local food 
(Honkanen, 2010). Furthermore, this result may be also related to the fact that visitors 
to the coasts were older. Therefore, this finding supports that older people or the 
middle classes tend to travel to a special destination in order to taste or experience 
distinctive foods (e.g., Anderson and Littrell, 1995; Boniface, 2001; Porteous, 1985).
7.3. TRAVEL PATTERNS OF RESPONDENTS
Respondents recruited in South Korea were staying in South Korea for 
approximately 9 days. A large proportion (65.1%) o f them had booked air travel and 
accommodation with a travel retailer. Prior works have suggested that most package 
tourists are represented in long-haul tours (Pearce, Reid, and Schott, 2009). British 
travellers in Spain were staying for on average 4 days, and a large proportion of 
respondents (65.4%) were independent travellers who had not booked a package with 
a travel retailer. According to Pearce et al. (2009), independent travellers are more 
often on short-haul travel. Moreover, low cost airlines, such as Ryanair and Easyjet 
may have affected decision making of younger tourists, with the low-cost carriers 
attracted a high number of people (O’Connell and Williams, 2005). This consideration 
may have an effect on young tourists visiting Spain. Respondents visiting the U.K 
were staying for on average 3 days, and most people (70.8%) were independent 
travellers.
Table 7.3 provides that the result o f reasons for travelling. The most important 
reason for having a holiday in South Korea was for ‘cultural attractions’ (m=5.15), 
followed by ‘local food experiences’ (m=4.88). ‘Shopping’ (m=3.83) was cited as the 
least important reason for travelling. Korea has been developed with a unique cultural 
heritage and a national character for over 5,000 years (KTO, 2009). The city (Seoul)
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has been the capital city for over 600 years; thereby, there are historical buildings, 
temples and gardens. In addition, the coast (Busan) is the oldest and leading port in 
South Korea, and there are many historic remains and sites, cultural villages, castles 
and temples (KTO, 2009). With respect to local food experiences, food in Korea (2009) 
reported that Korean cuisine is inimitable and delicious. Many respondents were 
interested in experiencing new flavours, and they believe that it is worth visiting Korea.
Table 7.3 Reasons for travelling
Reasons S. Korea (n=269) Spain (n=246) UK (n=236)
Mean S.D. Mean S.D. Mean S.D.
Historical sites 4.53 1.45 5.02 1.51 4.59 1.03
Cultural attractions 5.15 1.21 5.06 1.64 4.72 1 .1 2
Local food experiences 4.88 1.44 4.50 1.54 4.64 1.23
Relaxation 4.24 1.40 5.08 1 .6 6 4.58 1.30
Landscape 4.64 1.61 4.76 1.74 4.59 1.07
Shopping 3.93 1.64 326 1 .8 8 3.77 1.54
i  =147.41, P = 00" i  =154.95, P = 00 i  =64.40, P =.00
Note: each item has a 7-point Likert response set: disagree strongly to agree strongly, a. As a 
result of Friedman rank
The most important reason given for holidaying in Spain was for ‘relaxation’ 
(m=5.08), followed by ‘cultural attractions’ (m=5.06) and ‘historical sites’ (m=5.02). 
‘Shopping’ (m=3.26) was the least important reason for travelling in Spain. This study 
assumed that ‘relaxation’ and ‘cultural attractions’ would be crucial reasons why 
British respondents select Spain as a tourist destination, as there are many architectural 
attraction (e.g.. Park Guell and Barcelona Cathedral) and many acclaimed artists (e.g., 
Picasso and Miro) have lived in the city (Barcelona); thus, there are many museums 
and art galleries, covering a wide range of cultural and historical matter (Spain, 2009). 
Moreover, since the coast (Malaga) is one of the biggest beach resorts, boasting 14km 
of sandy beaches (Spain, 2009), the coast can be considered as a place where tourists 
can relax.
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The most key reason for travelling within the U.K was for ‘cultural attractions’ 
(m=4.72), followed by ‘local food experiences’ (m=4.64). ‘Shopping’ (m=3.77) was 
regarded as the least important reason. Since the city (York) is one of the heritage 
cities, ‘cultural attractions’ and ‘historical sites’ (m=4.59) were main reasons for travel. 
The reason for local food experiences is ranked second could be related to the coast 
(Padstow) which is a well-known culinary destination (Honkanen, 2010). As a result 
o f Friedman rank test for testing the difference between reasons for travelling in each 
destination, in all case (South Korea, Spain, and the U.K), the result showed that there 
are significant differences among travel reasons.
One-way ANOVA was used to determine whether statistical differences exist 
between travel reasons and case destinations. Post-hoc analysis (Scheffe test) was 
performed to indicate differences between them. Table 7.4 showed that significant 
differences were found in reasons for travelling to the each country.
Table 7.4 Results of ANOVA test for travel reasons
Factor Destinations M (S.D) F Sig.
Historical sites S. Korea 4.53 (1.45)
Spain 5.02(1.51) .26 .61
U.K. 4.59(1.03)
Cultural attractions S. Korea 5.15(1.21)
Spain 5.06(1.64) 12.79 .0 0
U.K. 4.72(1.12)
Local food S. Korea 4.88(1.44)
experiences Spain 4.50(1.54) 3.43 .06
U.K. 4.64(1.23)
Relaxation S. Korea 4.24 (1.40)
Spain 5.08(1.66) 6 j # .0 0
U.K. 4.58 (1.30)
Landscape S. Korea 4.64(1.40)
Spain 5.08(1.66) .08 .77
U.K. 4.58(1.30)
Shopping S. Korea 3.83 (1.64)
Spain 3.26(1.88) 1.15 .28
U.K. 3.77(1.54)
Note: p<0.05
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The results of one way ANOVA showed that ‘cultural attractions’ (F=12.79, 
P=.00) and ‘relaxation’ (F=6.89, P=.00) differed between case destinations. In terms 
of ‘cultural attractions’, Scheffe test showed a significant difference between the 
sample visiting South Korea: and those travelling in the U.K (P=.00); and Spain 
(P=.02) with ‘cultural attractions’ as more important reason for travel to South Korea. 
In relation to ‘relaxation’, post-hoc analysis showed differences between all the case: 
South Korea and Spain (P=.00); South Korea and the U.K (P=.03); Spain and the U.K 
(P=.00): South Korea (m=4.24), Spain (m=5.08) and the U.K. (m=4.58).
There were no significant differences in the reason for travel between British 
tourists recruited in the city and coast in South Korea. However, some significant 
differences were found in reasons for travelling between the city and coast in Spain 
and the U.K.
Table 7.5 Travel reasons of respondents and independent samples t-test: Spain
Reasons Spain (n=246)
Respondents N - Mean S.D. t Sig.
Historical sites City 129 5.26 1.41
Coast 117 4.75 1.58 2.67 .01
Cultural attractions City 129 5.23 1.58
Coast 117 4.87 1.72 1.72 .09
Local food experiences City 129 4.47 1.55
Coast 117 4.51 1.52 - .2 0 .84
Relaxation City 129 4.72 1.72
Coast 117 5.47 1.51 -3.60 .0 0
Landscape City 129 4.55 1.72
Coast 117 5.00 1.78 -1.99 .05
Shopping City 129 3.50 1.87
Coast 117 2.98 1.84 2.19 .03
Note: P<0.05
As seen Table 7.5, the results showed that reasons for travelling in the city and 
coast varied in regard to ‘historical sites’ (t=2.67, P=.00), ‘relaxation’ (t=-3.60, P=.00),
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and ‘shopping’ (t=2.19, P=.03). More specifically, tourists in the city were more 
interested in ‘historical sites’ and ‘shopping’ relatively, whilst, others in the coast were 
more interested in ‘relaxation’. As mentioned above, these findings are associated with 
the characteristics o f the tourist destinations: Barcelona (city) is a historical and 
cultural site, while Malaga (coast) is one of the biggest beach resorts (Spain, 2009).
Table 7.6 Travel reasons of respondents and independent samples t-test: U.K.
Reasons U.K. (n=236)
Respondents N Mean S.D. t Sig.
Historical sites City 115 4.96 0.92
Coast 121 4.24 1.01 5.65 .0 0
Cultural attractions City 115 4.75 1.31
Coast 121 4.69 0.90 .43 .67
Local food experiences City 115 4.53 1.17
Coast 121 4.74 1.28 -1.26 .2 0
Relaxation City 115 4.48 1.33
Coast 121 4.66 1.26 -1.08 .28
Landscape City 115 4.36 10 .8
Coast 121 4.81 1 .02 -3.30 .0 0
Shopping City 115 4.06 1.47
Coast 121 3.50 1.57 2.84 .0 0
Note: P<0.05
Based on the result o f a t-test (Table 7.6), this study found that in the U.K, 
historical sites (t=5.65, P=.00) and shopping (t=2.84, P=.00) were relatively more 
important reasons to visit the city, while landscape (t=4.81, P=.00) was a important 
reason to visit the coast. This result may reflect that York (city) is one of many 
historical places in the U.K and is the capital city of Yorkshire, and providing many 
goods and services relatively, while, Padstow (coast) is one o f Cornish coastal towns, 
offering coastal landscape, such as high cliffs, rocky coves, and golden sands 
(Padstowlive, 2009).
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7.4. FOOD-RELATED PERSONALITY TRAITS
7.4.1 Food neophobia scale (FNS) and food neophobia grouping 
(FNG)
This section shows the findings relating to food neophobia scale (FNS) and 
food neophobia grouping (FNG). Table 7.7 presents mean values and items of the FNS 
of data obtained in South Korea, Spain, and the U.K.
Table 7.7 Food neophobia scale (FNS)
Items Mean (SD)
Overall
(n=269)
S. Korea
City
(n=150)
Coast
(n=119)
Overall
(n=246)
Spain
City
(n=129)
Coast
(n=119)
Overall
(n=236)
U.K.
City
(n=115)
Coast
(n=121)
1.1 am constantly sampling 
new and different foods ®
2.75
(1.21 )
2 .68
(1.24)
2.84
(1.15)
3.23
(1.54)
3.11
(1.42)
3.36
(1.65)
3.18
(1.28)
3.31
(1.33)
3.06
(1.22 )
2 .1f  1 don’t know what a 
food is, I won’t try it
2.77
(1.05)
2.76
(1.06)
2.78
(1.04)
3.42
(1.82)
3.33
(1.58)
3.51
(1.44)
3.42
(1.26)
3.46
(1.24)
3.37
(1.29)
3.1 like foods from 
different cultures ®
1.99
(0.98)
1.99
(1.00 )
1.99
(0.95)
2.51
(1.27)
2.43
(1.25)
2.60
(1.28)
2.82
(1.60)
2.85
(1.58)
2.78
(1.61)
4.At dinner parties, 1 will 
try new foods ®
2.07
(0.95)
2.14
(0.99)
1.98
(0.89)
2.60
(1.18)
2.53
(1.13)
2.67
(1.23)
2.72
(1.25)
2.72
(1.27)
2.71
(1.23)
5.1 am afraid to eat things 1 
have never had before
2.14
(0.92)
2 .20
(0.97)
2.05
(0.85)
2.62
(1.18)
2.57
(1.17)
2.67
(1.19)
2.93
(1.40)
2.91
(1.43)
2.95
(1.35)
6.1 like to try new ethnic 
restaurants^
2.30
(1.13)
2.34
(1.16)
2.24
(1.08)
2.81
(1.50)
2.74
(1.56)
2.88
(1.44)
3.25
(1.60)
3.20
(1.49)
3.29
(1.6 8 )
FNS 14.02 14.11 13.88 17.19 16.71 17.69 18.32 18.45 18.16
Negatively recoded items 
Note: each item has a 7-point Likert response set: disagree strongly (1) to agree strongly (7)
For these overall samples scores ranged from 14.02 to 18.45. This finding 
suggested that participants visiting South Korea had slightly greater neophiylic 
tendencies, than Spain and the U.K.
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Table 7.8 Food neophobia grouping (FNG)
FNG N (% )
Overall
(n=269)
S. Korea
City
(n=150)
Coast
(n=119)
Overall
(n=246)
Spain
City
(n=129)
Coast
(n=119)
Overall
(n=236)
U.K.
City
(n=115)
Coast
(n=121)
Low FNG 151
(56.1)
87
(58.0)
64
(53.8)
97
(39.4)
53
(41.1)
44
(37.6),
64
(27.1)
27
(23.5)
37
(30.6)
Medium FNG 109
(40.5)
57
(38.0)
52
(43.7)
116
(47.2)
60
(46.5)
56
(47.9)
129
(54.7)
6 8
(59.1)
61
(50.4)
High FNG 9
(3.3)
6
(4.0)
3
(2.5)
33
(13.4)
16
(12.4)
17
(14.5)
43
(18.2)
2 0
(17.4)
23
(19.0)
=57.196, P=.00"
Note: a %2 analysis conducted among overall data for three countries, low FNG seores (6-13); 
medium FNG scores (14-26); and high FNG seores (27-42)
The current research adopted the six item instrument o f Ritchey et al. (2003), 
and thereby the FNS ranged from 6 to 42. Respondents collected in this survey were 
grouped into: the low food neophobia (6 - 13.4); the medium food neophobia (13.5 - 
27.2); and the high food neophobia (27.3 - 42). Negative items in this questionnaire 
(Q l, Q3, Q4, and Q5) were also recoded.
Amongst the samples from the three different countries, interesting issues can 
be observed from Table 7.8. The first is that even though the largest proportion o f 
British tourists visiting Spain and the U.K belonged to the medium FNG, the largest 
proportion of respondents (56.1%) visiting South Korea was in the low FNG. 
Furthermore, the samples obtained from Spain (13.4%) and the U.K (18.2%) had a 
greater tendency towards food neophobia, but only 3.3% of British travellers visiting 
South Korea belonged to the high FNG.
As noted earlier, the current research recognised that Korean food may be 
unfamiliar to British tourists. Thus, this consideration can be explained by the result, 
suggesting that travellers having neophiylic tendencies are more likely to travel novel 
destinations where they would be faced with unfamiliar dishes. This finding may
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suggest that travel can motivate neophiylic tourists to have unfamiliar food and 
beverages at destinations in Asia, whose food cultures differ from those that travellers 
are used to in their own countries (Cohen and Avieli, 2004). The result showed that 
there was a significant difference (%^=57.20, P=.00) between FNGs o f samples 
recruited in South Korea, Spain, and the U.K. This was as intended as recruitment 
aimed to achieve a range o f the FNG.
This research used analysis to investigate differences in FNGs (i.e., the low 
FNG, medium FNG, and high FNG) and demographic variables (i.e., gender, age, 
education level, and income).
Table 7.9 Results of %2 analysis for FNGs
Demographics Overall (n=751) Spain (n=246) U.K (n=236)
low med. high low med. high low med.
Gender
Male 159 166 53 43 60 23 31 55 27
Female 153 188 32 54 56 10 33 74 16
=6.63, P =.03 =6.36, P ==.04 =5.26, P = .072
Age group
Under 25 yrs 55 62 3 13 21 1 16 29 3
25-34 yrs 89 1 10 6 42 42 1 8 26 0
35-44 yrs 81 62 3 19 12 0 28 23 1
45-54 yrs 63 77 4 23 18 4 12 40 0
Above 55 yrs 24 43 69 0 23 27 0 11 39
Education
=265.65, P = .0 0 =108.14, P = .0 0 i - =172.26, P = .0 0
0-Levels 32 33 12 8 8 0 6 9 11
A-Level 79 93 17 18 21 8 13 30 5
UG 116 135 26 48 51 8 32 52 18
PG 69 83 28 18 32 15 : 10 34 9
Others 16 10 2 5 4 2 3 4 0
=9.87, P =.27 =14.19, P = .07 =17.61,P = 0 2
Annual income
- £ 1 0 ,0 0 0 49 48 2 13 18 1 10 15 1
£10,000-24,999 79 76 11 26 30 2 12 19 7
£25,000-39,999 79 114 27 30 30 13 14 38 12
£40,000-54,999 60 59 2 0 16 19 6 19 23 12
£55,000- 45 57 25 12 19 11 9 34 11
y" =27.77, P ==.00 i - =16.20, P = .04 =11.77 P =.16
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There were no significant differences in the data collected in South Korea. In 
relation to the overall data, FNGs varied in regard to gender (y^=6.64, P=.04), age 
(y^=265.66, P=.00) and income (y^=27.77, P=.00). Also, there were significant 
differences between genders (%^=6.36, P=.04), age groups (y^=108.15, P=.00) and 
income groups (y^= 16.20, P=.04) were found in the sample recruited in Spain, and 
FNGs varied in regard to age (y^=l72.26, P=.00) and education (y^=17.61, P=.02) in 
the sample recruited in the U.K. The results of the of analysis are consistent with the 
results of previous studies, indicating that demographic factors are related to food 
neophobia (e.g., Pliner and Melo, 1997; McFarlane and Pliner, 1997; Meiselman et al., 
1999; Ritchey et al., 2001; Tuorila et al., 1998; Tuorila, 2003). In particular, Tuorila et 
al. (2001), pointing out that men were slightly more neophobic than women. 
McFarlane and Pliner (1997) reported age group to be related to food neophobia, and 
Tuorila et al. (1998) showed high food neophobia among the elderly. With respect to 
income, although there is no previous research on an examination of the relationship, 
this findings may be linked to the tourists characteristic that rising income levels have 
driven tourism activity including local food experiences (e.g., Cloke and Perkins, 1998; 
Douglas and Derrett, 2001; Franklin and Crang, 2001; Shackleford, 1987).
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7.4.2 Food involvement scale (FIS) and food involvement scale group 
(FIG)
This section relates to food involvement (FIS) and food involvement grouping 
(FIG). As seen Table 7.10, overall sample scores ranged from 28.70 to 32.27.
Table 7.10 Food involvement scale (FIS)
Items Mean (SD)
S. Korea Spain U.K.
Overall City Coast Overall City Coast Overall City Coast
(n=269) (n=150) (n=119) (n=246) (n=129) (n=119) (n=236) (n=115) (n=121)
1. I don’t think much about 5.71 5.46 6.03 4.95 6.03 5.86 4.91 5.92 5.90
food each day ® (1.54) (1.64) (1.34) (1.50) (1.41) (1.59) (1.51) (1.51) (1.51)
2. Talking about what I ate or 5.09 4.86 5.36 5.35 5.46 5.22 5.32 5.40 5.25
am going to eat is (1.53) (1.59) (1.40) (1.50) (1.46) (1.53) (1.51) (1.61) (1.50)
something I like to do
3. Compared with other daily 5.06 4.86 5.42 5.26 5.24 5.29 5.22 5.24 5.19
decisions, my food choices (1.63) (1.76) (1.38) (1.57) (1.59) (1.55) (1.58) (1.61) (1.54)
are not very important “
4. When I travel, one of the 4.96 4.62 5.39 5.15 5.06 5.23 5.13 5.20 5.05
things I anticipate most is (1.71) (1.86) (1.38) (1.62) (1.59) (1.65) (1.62) (1.58) (1.66 )
eating the food there
5. When I eat out, I don’t 4.47 4.18 4.82 4.60 4.50 4.72 5.13 5.18 5.08
think or talk much about (1.66 ) (1.75) (1.45) (1.59) (1.6 6) (1.48) (1.49) (1.49) (1.48)
how the food tastes ®
6 . 1 do most or all of my own 4.95 4.72 5.25 5.10 4.99 5.23 5.25 5.31 5.18
food shopping (1.61) (1.71) (1.42) (1.54) (1.49) (1.57) (1.64) (1.58) (1.69)
FIS 30.24 28.70 32.27 30.41 31.28 31.55 30.96 32.25 31.65
 ^Negatively recoded items
Note: each item has a 7-point Likert response set: disagree strongly (1) to agree strongly (7)
This research adopted six items from the original FIS, considering the aims of 
this study and the context o f tourism research in the stage of item generation; thereby, 
possible scores ranged from 6 to 42. Thus, in this survey, a person characterised as, the 
low FIG had a score between 6 and 20, the medium FIG between 21 and 28, and the 
high FIG between 29 and 42. Negative items in this questionnaire (Q l, Q3, and Q5) 
were also recoded. Table 7.11 shows FIG of data collected in South Korea, Spain, and 
the U.K including the samples from both the city and coast.
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Table 7.11 Food involvement scale group (FIG)
FIG N (%)
Overall
(n=269)
S. Korea
City
(n=150)
Coast
(n=119)
Overall
(n=246)
Spain
City
(n=129)
Coast
(n=117)
Overall
(n=236)
U.K.
City
(n=115)
Coast
(n=1 2 1 )
Low FIG 37 31 6 19 11 8 27 12 15
(13.8) (20.7) (5.0) (7.7) (8.5) (6 .8 ) (11.4) (10.4) (12.4)
Medium FIG 49 33 16 50 2 2 28 41 2 0 21
(18.2) (2 2 .0 ) (13.4) (20.3) (17.1) (23.9) (17.4) (17.4) (17.4)
High FIG 183 8 6 97 177 96 81 168 83 85
(6 8 .0 ) (57.3) (81.5) (72.0) (74.4) (69.2) (71.2) (72.2) (70.2)
=5.199, P==.267"
Note: a %2 analysis conducted among overall data for three countries, low FIG scores (6-20); 
medium FIG scores (21-28); and high FIG scores (29-42)
From Table 7.11, the findings of the overall samples obtained from three 
different countries showed that they are similar with most respondents in the high FIG 
in all destinations.
The current research used analysis to investigate differences in FIGs (i.e., the 
low FIG, medium FIG, and high FIG) and demographic variables (i.e., gender, age, 
education level, and income) among data collected from South Korea, Spain, and the 
U.K. No significant differences were found in relation to gender, age, education and 
annual income in South Korea and the U.K.
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7.5. FOOD EXPERIENCES AND FOOD-RELATED 
PERSONALITY
This section summarises the findings o f Part C o f the questionnaire relating to 
local food experience of participants. This sample of British tourists rated the 
familiarity of local foods designed to be ‘unfamiliar’, ‘a little unfamiliar’ and 
‘familiar’. The British tourists had eaten at least one local food during their holiday. 
On average, respondents visiting South Korea had tried 4.3 local food items, others 
visiting Spain had eaten 3.3 local food items, and participants in the U.K, had sampled
3.0 local food items.
Firstly, qualitative responses showed that the reason why they had tasted local 
food during their holiday was generally divided into five categorises: ‘interest in 
culture’; ‘excitement’; ‘food-related preferences’; and ‘interest in health concern’; and 
‘recommendation’. For example, some participants stated their interest in food and 
culture (e.g., ‘this food is famous, so I choose if ;  ‘this food helps you experience the 
culture of a country’; and ‘it is a part of the culture, so I like if). Respondents 
considered tasting local food as exciting experiences (e.g., ‘try something new or 
different’; and ‘food is different from my country’). Others mentioned their food- 
related preferences (e.g., ‘it has less cholesterol’; ‘I like spicy food’; ‘because I ate 
before, so I wanted to try if ;  and ‘because it taste good’). Several participants 
addressed their interest in health concerns (e.g., ‘because this food is traditional 
medicine and get body energy’; ‘I cannot get nutrition food in western foods’; and 
‘more nature delicious, less wastefiil spicy’). Other respondents answered that the 
reason why they tasted local foods was because it was recommended by others (e.g., 
‘my friends chose if ;  ‘my wife is half Spanish, she loves Spanish foods’; and ‘option 
with the tour’).
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This qualitative response can be related to the finding o f the interviews o f this 
study. ‘Interest in culture’ is connected to ‘gaining knowledge’ and ‘authentic 
experience’ identified in the interviews, and ‘excitement’ is associated with ‘exciting 
experience’ and ‘escape from routine’. ‘Food-related preferences’ is linked to ‘sensory 
appeal’, and ‘interest in health concerns’ is related to ‘health concern’
The current study used willingness to re-taste and recommendation to others as 
means are of future intention. Mean values for these statements were 5.77 (S.D.=1.35) 
and 5.81 (S.D.=1.26), which shows that participants strongly intended to re-taste and 
recommend local food and beverages they had eaten. Also, the mean value for the 
statement about the importance of tasting local food in their overall travel experience 
was 5.75 (S.D.=1.34), which suggests that respondents strongly considered local food 
experience as a key experience during their travel.
Table 7.12 Means and S.D of the importance of tasting local food and future intentions
Mean (S.D)
Overall Kor. Spain U.K.
I would eat local food again in this destination 5.77(1.35) 5.79(1.34) 5.80(1.38) 5.73(1.34)
I would recommend this food to my friends 5.81(1.26) 5.86(1.26) 5.83(1.26) 5.73(1.25)
How important has tasting local food been to 
your overall experience? 5.75(1.34) 5.74(1.34) 5.91(1.43) 5.58(1.24)
Note: each item has a 7-point Likert response set: disagree unlikely (not important at all) (1) to 
agree likely (very important) (7)
Most respondents mentioned that eating local food is the cultural experience. 
For instance, ‘tasting local food is important because food is a factor that makes a 
country unique and it also makes you experience their culture’; ‘because I can learn 
the culture and get the freshest food possible’; ‘get the good culture and learning some 
good food culture’; ‘food is an essential factor in enjoying and understanding cultures 
that are different than my own culture’; ‘it allows you to hear language and observe 
customs that you can not get from eating at western chains’ ‘at least you will know 
each local food they have their culture’; ‘from dishes you ean see how people live’; 
‘food is a part o f one’s culture’; ‘eating it makes me understand local customs, and it
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also adds more authenticity to my trip’; and ‘food has a country unique’. This result is 
also linked to ‘gaining knowledge’ and ‘authentic experience’ identified in the 
interviews. In other words, respondents eating local food and beverages can the way to 
learn and understand about different culture and/or to experience something new and 
unique.
7.5.1 Consumption of local food
As shown in Table 7.13, overall most respondents travelling in South Korea 
had experienced ‘Bulgogi’ (90.6%) and ‘Bibimbap’ (74.7%), followed by ‘Kimchi’ 
(65.1%).
Table 7.13 Experience of Korean foods
Korean local foods (Overall) R esponses,
N (% )
Responses
Bulgogi
(Grilled marinated beef)
243 (90.3%) City
Coast
132 (88.0%)
111 (93.3%)
x" =2.117, 
P=.105
Bibimbap
(Mixed vegetables on rice)
201 (74.7%) City
Coast
106 (70.7%) 
95 (79.8%)
X’ =2.951, 
P = 057
Samgyetang
(Chicken soup with ginseng)
123 (45.7%) City
Coast
57 (38.0%)
6 6  (55.5%)
=8.153,
P = 003
Japchae
(Noodles with beef and 
vegetables)
124(46.1%) City
Coast
32 (41.3%) 
62 (52.1%)
=3.096,
P=.051
Kimchi
(Fermented chili pepper cabbage)
175 (65.1%) City
Coast
8 8  (58.7%)
87 (73.1%)
f  =6.089,
P = 009
Pajeon
(Seafood and green onion 
pancake)
128 (47.6%) City
Coast
17(31.3%) 
81 (6 8 .1%)
y" =35.900, 
P = 000
Note: multi responses (ticked all that apply)
In the sample recruited in the city and coast in South Korea, the finding 
similarly showed ‘Bulgogi’ (city, 88.0%; coast, 93.3%), ‘Bibimbap’ (city, 70.7%;
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coast, 79.8%) and ‘Kimchi’ (city, 58.7%; coast, 73.1%) as most of them tired. 
According to Korea Tourism Organisation (2008), ‘Bulgogi’ is a popular and famous 
Korean food amongst foreign visitors, because it is not a spicy or strongly spiced dish. 
‘Bibimbap’ is a popular Korean food. For example, Korean Air offers this food as a 
famous Korean meal in-flight (KTO, 2009). The Korean government promotes 
‘Kimchi’ as Korea’s most famous food to the wider world, and stress that ‘Kimchi’ 
brings health and beauty, because it has antibiotic functions because lactic acid 
bacteria produced in the process o f fermentation suppress and the growth o f harmful 
bacteria (KTO, 2009). Thus although ‘Kimchi’ has a strong smell and strong taste, 
many foreigners try it as the ‘international dish’.
Results of y2 analysis showed that there were significant differences between 
the samples recruited in the city and coast and who tried Korean foods, such as 
‘Samgyetang’ (y2=8.153, P =.00), ‘Kimchi’ (y2=6.089, P=.00), and ‘Pajeon’ 
(y2=35.900, P=.00). This result showed that 68.1% of the sample obtained from the 
coast had eaten ‘Pajeon’ only, compared with 31.8% of the sample gathered in city. 
This is likely to be because ‘Pajeon’ (seafood and green onion pancake) is a typical 
local food in coastal areas, especially Busan where the survey was conducted.
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Table 7.14 Experience of Spanish foods
Spanish local foods (Overall) Responses, 
N  (% )
Responses
Paella
(Rice with vegetables and seafood)
183 (74.4%) City
Coast
101 (78.3%) 
82 (70.1%)
X" =2.170, 
P = 092
Tortilla De Patatas 
(Spanish omelette)
86(35.0%) City
Coast
47 (36.4%) 
39 (33.3%)
X" =0.259, 
P = 354
Chorizo
(Fermented cured smoked sausage)
90 (36.6%) City
Coast
47 (36.4%) 
43(36.8%)
f  =0.003, 
P = 532
Gazpacho
(Cold tomato-based vegetable soup)
61 (24.8%) City
Coast
3 (2.3%) 
58 (49.6%)
^  =73.444, 
P = 000
Bacalao fritters 
(Dried salt cod)
71 (28.9%) City
Coast
31 (24.0%) 
40 (34.2%)
X" =3.083,
P = 053
Tapas
(Appetisers in Spanish cuisine)
177 (72.0%) City
Coast
96 (74.4%) 
81 (69.2%)
X" =0.818,
P =.223
Note: multi responses (ticked all that apply)
Table 7.14 shows that British travellers’ visiting Spain had eaten ‘Paella’ 
(74.4%) and ‘Tapas’ (72.0%), followed by ‘Tortilla De Patatas’ (35.0%) with no 
significant difference. According to Spain (2009), ‘Paella’ and ‘Tapas’ are the most 
popular Spanish dishes between the samples from the city and coast. They added that 
most tourists have ‘Tapas’, because it is inexpensive. This dish is prepared bite sized 
snacks that may include pieces of fried squid or octopus, spicy sausage, cheese, 
squares of fruit, or even sweet candy with almonds (Spain, 2009). The sample 
gathered from the city and coast varied in regard to consumption o f ‘Gazpacho’ 
(y^=73.444, P=.00). This result was expected, since ‘Gazpacho’ is a famous local food 
in the Andalucfa regionm which includes Malaga (Spain, 2009).
As shown in Table 7.15, most domestic tourists in the U.K answered that they 
had tried ‘English breakfast’ (66.9%), ‘Cream tea’ (49.6%), followed by ‘Dressed 
crab’ (48.7%).
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Table 7.15 Experience of BritishI foods
British local foods Responses, Responses
(Overall) N (%)
Yorkshire curd tarts 108 (45.8%) City 71 (61.7%)
i - =23.066,
Coast 37 (30.6%) P = .0 0 0
Dressed crab 115(48.7%) City 16 (13.9%)
108.822,
Coast 99 (81.8%) P = .0 0 0
Cornish pasty 89 (37.7%) City 15 (16.8%)
=58:106,
Coast 74 (83.2%) p = .0 0 0
Cream tea 117(49.6%) City 61 (53.0%)
i - =1.079,
Coast 56 (46.3%) p = 182
English breakfast 158 (66.9%) City 81 (70.4%)
=1.232,
Coast 77 (63.6%) p = 116
Roast beef
(with Yorkshire pudding)
90 (38.1%) City
Coast
47
43
(40.9%)
(35.5%)
i -
p
=0.711, 
= 239
Fish and chips 102 (43.2%) City 48 (41.7%) i ' =0 .2 0 1 ,
Coast 54 (44.6%) p =.376
Note: multi responses (ticked all that apply)
Table 7.15 provides the result o f %2 analysis, suggesting that there were the 
significant differences between the samples recruited in the city and coast with British 
foods, such as ‘Yorkshire curd tarts’ (%2=23.066, P =.00), ‘Dressed crab’ (y2=108.822, 
P =.00), and ‘Cornish pasty’ (y2=58.106, P =.00), as expected. More specifically, there 
was the significant difference amongst the samples within Yorkshire curd tarts, 
showing that 61.7% of the sample from the urban destination had eaten, but 30.6% of 
the sample from the coastal destination. Also, there was the significant difference 
amongst the samples within ‘Dressed crab’, pointing out that 81.8% of the sample 
obtained from coast had tasted ‘Dressed crab’, but only 13.9% of the sample recruited 
in city, and ‘Cornish pasty’, indicating that 83.2% of the sample obtained from the 
coast had tasted, but only 16.8% of the sample recruited in city. This reflects the 
availability of ‘Yorkshire curd tarts’ found in Yorkshire; and ‘Dressed crab’ and 
‘Cornish pasty’, which are popular local foods in Cornwall (Visit Britain, 2009).
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7.5.2 Relationship between local food experiences eaten and food- 
related personality traits
This study identified the relationship between a number o f local foods 
participants had eaten and food-related personality traits (food neophobia and food 
involvement),^ particularly for unfmaliar (Korean) foods. The finding of this study 
revealed that respondents in the high FNG had tasted on average 2.7 Korean foods, 2.8 
Spanish foods, and 3.3 British foods during their holiday. Also, respondents in the 
medium FNG had eaten on average 4 Korean food items, 3 Spanish food items, and
3.2 British food items. Participants in the low FNG, had had average 4.7 Korean foods, 
3.5 Spanish foods, and 3.5 British foods. However, there was no the relationship 
between FNGs and the number of Spanish foods eaten
Although the results of y2 analysis showed no difference between FIGs in the 
number of local foods tried, there was the significant relationship between FNGs and 
the number of local foods in the overall data and the data from the city.
Table 7.16 Korean food experience among FNGs
No. of
foods
tried
S. Korea
Overall (n=269) City (n==150)
low med. high % ' ( P ) low med. high % ' ( P )
1 7(41.2%) 7(41.2%) 3(17.6%) 6(40.0%) 6(40.0%) 3(20.0%)
2 13(36.1%) 20(55.6%) 3(8.3%) 12(41.4%) 15(51.7%) 2(6.9%)
3 20(60.6%) 13(39.4%) 0 (0 .0 %) 11(64.7%) 6(35.3%) 0 (0 .0 %)
32.29(.00) 27.69(.01)
4 28(56.0%) 22(44.0%) 0 (0 .0 %) 17(53.1%) 15(46.9%) 0 (0 .0 %)
5 21(47.7%) 21(47.7%) 2(4.5%) 12(57.1%) 8(38.1%) 1(4.8%)
6 30(68.2%) 13(29.5%) 1(2.3%) 12(80.0%) 3(15.0%) 0 (0 .0 %)
Note: % within no. of foods tried
Y.G. KIM
224
Chapter VII. F indings o f  the m ain study
The results o f y2 analysis showed the difference between FNGs in the number 
o f Korean local foods participants had tried in the overall data (%2=32.29, P=.00). 
Those had generally tried more Korean foods. In particular, 68.2% of respondents, 
who had eaten 6 local food items, were in the low FNG, while only 2.3%, who had 
tasted 6 Korean foods, were in the high FNG. Additionally, the difference amongst 
FNGs of respondents visiting the city was found (y2=27.69, P=.OI). Around 80% of 
respondents in the low FNG had eaten 6 local food items but there was no participant 
in the high FNG who had tasted 6 Korean foods. This finding, thus suggests that 
tourists with neophilic tendencies may try many local foods while tourists exhibiting 
neophobia, tend to be reluctant to try unfamiliar local foods (Cohen and Avieli, 2004).
Table 7.17 shows the results o f %2 analysis of the relationship between FNG 
and the number of British local foods tried.
Table 7.17 British food experience among FNGs
No. of 
foods - 
tried
U.K.
Overall (n=236) Coast (n=150)
low med. high ^  (P ) low med. high x ' ( P )
1 5(38.5%) 8(61.5%) 0 (0 .0 %) 2(66.7%) 1(33.3%) 0 (0 .0 %)
2 15(31.9%) 27(57.4%) 5(10.6%) 11(39.3%) 13(46.4%) 4(14.3%)
3 15(18.8%) 44(55.0%) 21(26.3%) 4(12.1%) 17(51.5%) 12(36.4%)
4 12(27.3%) 20(45.5%) 12(27.3%) 22.59(.04) 6(27.3%) 11(50.0%) 5(22.7%) 21.73(.04)
5 8(26.7%) 18(60.0%) 4(13.3%) 6(30.0%) 12(60.0%) 2 (1 0 .0 %)
6 7(53.8%) 6(46.2%) 0 (0 .0 %) 6(54.5%) 5(45.5%) 2 ( 1 0 .0 %)
7 2(50.0%) 2(50.0%) 0 (0 .0 %) 2(50.0%) 2(50.0%) 0 (0 .0 %)
Note: % within no. o f foods tried
The results of %2 analysis indicated the difference between FNGs in the 
number o f British foods sampled in the overall sample (y2=22.59, P=.04), and the 
difference amongst FNGs of respondents visiting the coast was significantly identified 
(y2=21.73, P=.04). These results showed that the largest proportion of the sample was 
in the medium FNG. Interestingly, there were no people in the high FNG who had
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eaten 7 food items. This result can be connected that only 18.2% of respondents 
belonged to the high FNG shown in Table 7.8, suggesting domestic tourists in the U.K. 
had slightly greater neophobia tendencies than others visiting South Korea and Spain. 
This result supported the work of Cohen and Avieli (2004), indicating travellers who 
have a tendency o f neophobia, may to unwilling to try local foods.
7.6. EXPLORATORY FACTOR ANALYSIS (EFA)
The data of the overall sample (all those, recruited in South Korea, Spain, and 
the U.K) sets out to accomplish an exploratory factor analysis (EFA). The EFA was 
conducted on 31 items and principle component analysis with Varimax rotation was 
used to extract factors. To obtain theoretically meaningful constructs, items with 
loadings of lower than 0.40 or of that loaded on more than one factor were eliminated 
(Hair et al. 2006a). Also, eigenvalue and scree plot were used to determine the number 
of factors extracted, and the minimum eigenvalue of 1.0 criterion was used for factor 
extraction consideration.
As seen Table 7.17, the result o f the EFA for overall data (n=751) showed that 
five dimensions were identified, explaining 67.70% of overall variances; that is high 
amount of variance (%) explained by the five factors (67.70%). Bartlett’s test of 
Sphericity (a statistical test for the presence o f correlations among the variables) and 
KMO (Kaiser-Meyer-Olkin) measure of sampling adequacy were used to assess the 
factorability of the data. KMO value at 0.83 exceeds the acceptable minimum value 
which is 0.60 (Hair et al., 2006a). The Barlett’s test o f Sphericity was found to be 
significant (p <.00).
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Table 7.18 Exploratory factor analysis (EFA) and reliability: Overall (n=751)
Factors and Items Mean(SD) Loading Eigen­
value
% of 
variance
FI: Cultural experience (a = .95)" 6.394 20.627
13.Experiencing local food enables me to learn what 6.13 (0.98) .937
this local food tastes like
16.Tasting local food served by local people in its 6.05(1.01) .923
original place offers a unique opportunity to
understand local cultures
14.Experiencing local food allows me discover 6.06 (0.98) .904
something new
1 2 .Experiencing local food makes me see the things 6.22 (0.97) .875
that I don’t normally see
11 .Experiencing local food helps me see how other 5.46(1.19) .857
people live
17.Tasting local food in its traditional setting is a 5.55 (1.08) .844
special experience
10.Experiencing local food gives me an opportunity 5.65 (1.10) .839
to increase my knowledge about different cultures
15.Tasting local food in an original place is an 5.93 (1.13) .742
authentic experience
F2: Excitement (a = .89) " 4.772 15.395
2 .Experience o f local food in its original place 4.87(1.77) .901
makes me excited
4.Tasting local food on holiday helps me to relax 5.05 (1.59) .8 8 6
3.Tasting local food makes me feel exhilarated 5.01 (1.68) .839
1 .When tasting local food I have an expectation that 5.62(1.61) .797
it is exciting
6 .Tasting local food on holiday makes me not worry 5.03 (1.57) .749
about routine
5.Tasting local food on holiday takes me away from 4.31 (1.72) .667
the crowds and noise
31 .It is important to me that the local food I eat on 4.94(1.62) .595
holiday is different from what I normally eat
F3: Interpersonal relationship (a=.93)" 4.129 13.319
21. I like to talk to everybody about my local food
experiences 5.96(1.19) .936
20.Having local food increases friendship or kinship
24.1 want to give advice about local food 6 .0 2 (1 .2 2 ) .912
experiences to people who want to travel 6.06(1.14) .894
19.Tasting local food enables me to have an
enjoyable time with friends and/or family 5.38(1.35) .845
Note: KMO: 0.826, Bartlett test o f Sphericity: 22521.139, Sig.:.000, each item has a 7-point 
Likert response set: disagree strongly to agree strongly 
"Cronbach’s alpha reliability coefficient
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Table 7.18 (continued)
Factors and Items Mean(SD) Loading Eigen­
value
% of 
variance
F4: Sensory appeal (a = .95) " 3.719 11.998
25.It is important to me that the local food I eat on 5.53 (1.22) .943
holiday smells nice
27.It is important to me that the local food I eat on 5.54(1.28) .935
holiday tastes good
26.It is important to me that the local food I eat on 5.43 (1.47) .935
holiday looks nice
28.The taste o f local food in its original countries is 5.28(1.67) .929
different to the taste o f same food in own my
country
F5: Health Concern (a = .91)" 1.973 6.364
9.Local food is nutritious 4.46 (1.74) .945
7.Local food contains a lot o f fresh ingredients 4.63 (1.72) .923
produced in a local area
8 .Tasting local food keeps me healthy 4.79(1.65) .835
Total variance explained (%) 67.703
Note: KMO: 0.826, Bartlett test o f Sphericity: 22521.139, Sig.:.000, each item has a 7-point 
Likert response set: disagree strongly to agree strongly 
" Cronbach’s alpha reliability coefficient
To achieve a more meaningful and interpretable solution, it was necessary to 
delete several items with low loadings or those loaded on more than one factor. The 
EFA showed that item 18 (‘it is important to me to taste local food in its original 
regions/countries’), item 23 (‘experiencing local food enriches me intellectually’) item 
29 (‘I want to eat local food in a historical place’) and item 30 (‘I think that a busy 
local restaurant provides nice food’) were loaded in different two factors. In addition. 
Hair et al (2006a) recommended that the Cronbach coefficient has to be higher than 
the minimum cut-off score of 0.7. Thus, item 22 (‘I like to take pictures of local food 
to show friends’) was dropped, since Cronbach’s alpha for the factor was 0.95 if item 
22 was deleted, while if this item remained it was 0.60, which is lower than the 
minimum cut-off score of 0.7. Therefore, items 18, 22, 23, 29 and 30 were removed.
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The five dimensions were labelled: (1) ‘cultural experience’, (2) ‘exeitement’,
(3) ‘interpersonal relationship’, (4) ‘sensory appeal’, and (5) ‘health eoneem’. The 
faetors showed Cronbach reliability seores ranging from 0.89 to 0.95, indicating that 
the variables exhibited moderate eorrelation with their faetor groupings and hence ean 
be regarded as internally eonsistent and stable (Hair et al, 2006a; Sekaran, 2003).
The current researeh presented five dimensions with reliability through the 
analysis of the overall data. However, DeVellis (2003) and Hensley (1999) suggested 
that it is neeessary to re-assess validity to identify replication of estimating a measure, 
and it ean be tested by using the sample, split into subsamples. Thus, further EFAs 
were conducted for the data colleeted in South Korea, Spain, and the U.K. to 
demonstrate the measure’s replication in this survey.
7.6.1 Exploratory factor analysis (EFA): South Korea
The EFA for South Korea data showed that five dimensions were identified, 
explaining 68.37% of overall variances. Bartlett’s test o f Spherieity (a statistieal test 
for the presence of eorrelations among the variables) and the KMO (Kaiser-Meyer- 
Olkin) measure o f sampling adequaey were measured to assess the faetorability o f the 
data. KMO value at 0.81 exeeeds the acceptable minimum value whieh is 0.60 (Hair et 
al., 2006a). The Barlett’s test of Sphericity was found to be signifieant (p <.00).
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Table 7.19 Exploratory factor analysis (EFA) and reliability: South Korea (n=269)
Factors and Items Mean(SD) Loading Eigen­
value
% o f
variance
FI : Cultural experience (a = .95) " 6.588 21.252
Item 13 5.99 (1.05) .949
Item 16 5.89 (1.09) .930
Item 14 5.89 (1.05) .8 8 8
Item 10 5.57 (1.18) .885
Item 12 6.05 (1.06) .875
Item 11 5.36 (1.25) .864
Item 17 5.47 ( 1 .10) .864
Item 15 5.74 ( 1 .2 0 ) .748
F2: Interpersonal relationship (a=.8 8 )" 5.036 16.244
Item 24 6 .2 1 (0.96) .897
Item 21 6 .1 2 (0.98) .863
Item 20 5.96 (0.97) .806
Item 19 5.42 (1.18) .771
Item 18 5.61 (1 .10) .606
Item 30 6 .2 2 (0.91) .594
F3: Excitement (a = .8 6 )" 3.989 12.576
Item 2 5.07 (1.67) .885
Item 4 5.36 (1.39) .970
Item 3 5.23 (1.56) .822
Item 1 5.86 (1.56) .734
Item 6 5.28 (1.53) .685
Item 5 4.52 (1.65) .627
Item 31 5.13 (1.58) .591
F4: Sensory appeal (a = .95) " 3.726 1 2 .0 2 0
Item 25 5.42 (1.48) .940
Item 26 5.53 (1.23) .931
Item 27 5.55 (1.26) .930
Item 28 5.29 ( 1 .6 6 ) .929
F5: Health Concern (a = .90) " 1.945 6.275
Item 9 4.52 (1.73) .926
Item 7 4.63 (1.70) .880
Item 8 4.83 (1.63) .843
Total variance explained (% ) 68.368
Note: KMO: 0.811, Bartlett test o f Sphericity: 7831.787, Sig.:.000, each item has a 7-point 
Likert response set: disagree strongly to agree strongly 
"Cronbach’s alpha reliability coefficient
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To achieve a more meaningful and interpretable solution, the work for deleting 
some items with low loadings or those loaded on more than one factor was conducted. 
Factor loadings revealed that item 23 (‘experiencing local food enriches me 
intellectually’) and item 29 (‘I want to eat local food in a historical place’) were 
loaded in different two factors; thus these items were removed. In addition, item 22 (‘I 
like to take pictures of local food to show friends’) was eliminated, improving 
Cronbach reliability score to 0.88, compared to 0.63 if the item remained.
As presented in Table 7.18, the five dimensions Were labelled: (1) ‘cultural 
experience’, (2) ‘interpersonal relationship’, (3) ‘excitement’, (4) ‘sensory appeal’, 
and (5) ‘health concern’. The factors showed Cronbach reliability scores ranging from 
0.86 to 0.95, indicating that the variables exhibited a moderate correlation with their 
factor groupings and thus can be regarded as internally consistent and stable (Hair et al, 
2006a; Sekaran, 2003).
7.6.2 Exploratory factor analysis (EFA): Spain
The 31 items yielded five factors with eigenvalues greater than 1.0 using data 
from respondents recruited in Spain. These factors explained 67.4% of the variance 
and were also named: (1) ‘cultural experience’, (2) ‘interpersonal relationship’, (3) 
‘excitement’, (4) ‘sensory appeal’, and (5) ‘health concern’. All 31 items had factor 
loadings of over 0.40.
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Table 7.20 Exploratory factor analysis (EFA) and reliability; Spain (n=246)
Factors and Items Mean(SD) Loading Eigen- % of 
value variance
FI : Cultural experience (a = .94) " 6.258 20.188
Item 13 6.23 (0.89) .911
Item 16 6.15 (0.93) .900
Item 14 6.19(0.92) .890
Item 12 6.31 (0.85) .865
Item 11 5.54(1.15) .862
Item 17 5.65 (1.06) .824
Item 10 5.69(1.00) .791
Item 15 6.04 (1.07) .756
F2: Excitement (a = .89)" 5.048 16.283
Item 2 4.78(1.82) .901
Item 4 4.91 (1.65) .870
Item 3 4.95 (1.75) .829
Item 1 5.62(1.60) .822
Item 6 5.00(1.58) .756
Item 5 4.31 (1.71) .6 6 6
Item 31 5.02(1.56) .621
F3 : Interpersonal relationship (a=.95) " 4.154 13.339
Item 21 5.91 (1.23) .950
Item 20 5.92(1.27) .947
Item 24 6.02 (1.25) .932
Item 19 5.41 (1.40) .857
F4: Sensory appeal (a = .95) " 3.626 11.698
Item 25 5.59(1.22) .944
Item 27 5.58 (1.28) .934
Item 26 5.46(1.48) .915
Item 28 5.31 (1.68) .913
F5: Health Concern (a = .93)" 1.940 6.259
Item 9 4.41 (1.76) .951
Item 7 4.44(1.70) .947
Item 8 4.73 (1.66) .813
Total variance explained (% ) 67.430
Note: KMO: 0.790, Bartlett test o f Sphericity: 8337.883, Sig.:.000, each item has a 7-point
Likert response set: disagree strongly to agree strongly
"Cronbach’s alpha reliability coefficient
The following items were dropped because of unacceptably low loadings or 
because they loaded on more than one factor (Hair et al, 2006a; Sekaran, 2003). The
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EFA showed that item 18 (‘it is important to me to taste local food in its original 
regions/countries’), item 23 (‘experiencing local food enriches me intellectually’) item 
29 (‘I want to eat loeal food in a historical place’) and item 30 (‘I think that a busy 
loeal restaurant provides nice food’) loaded in different two factors. The reliability 
alphas, which are designed to check the internal eonsisteney of items within each 
dimension, were greater than 0.89. These coefficients were higher than or close to the 
standard of 0.70 reeommended by Hair et al. (2006a). Item 22 (‘I like to take pietures 
o f local food to show friends’) was dropped in the EFA for the data gathered from 
Spain, since Cronbaeh’s alpha was 0.95 if  item 22 was eliminated, whilst if item 22 
was included in this faetor, Cronbach’s alpha would be 0.66. Therefore those five 
items (item 18, 22, 23, 29 and 30) were removed.
7.6.4 Exploratory factor analysis (EFA): U.K.
The EFA for data obtained from the U.K. resulted in five factors derived from 
the 31 items, explaining 68.7% of the variance. Bartlett’s test of Spherieity and KMO 
measure of sampling adequaey were measured to assess the factorability o f the data. 
KMO value at 0.80 exceeds the acceptable minimum value which is 0.60 (Hair et al., 
2006a). The Barlett’s test o f Sphericity was found to be significant (p <.000). Thus, 
significant inter-correlation exists among all factors. The five dimensions were also 
named: (1) ‘cultural experience’, (2) ‘interpersonal relationship’, (3) ‘excitement’, (4) 
‘sensory appeal’, and (5) ‘health eoneem’.
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Table 7.21 Exploratory factor analysis (EFA) and reliability: U.K. (n=236)
Factors and Items Mean(SD) Loading Eigen­
value
% of 
variance
FI : Cultural experience (a = .95) " 6.568 21.187
Item 13 6.16(0.96) .930
Item 16 6.12(0.99) .925
Item 14 6.12(0.95) .916
Item 12 6.33 (0.94) .873
Item 11 5.50(1.16) .857
Item 17 5.54(1.08) .851
Item 10 5.70(1.10) .820
Item 15 6.02(1.09) .719
F2: Excitement (a = .90)" 4.636 14.954
Item 2 4.72(1.81) .904
Item 4 4.84(1.70) .894
Item 3 4.82(1.72) .852
Item 1 5.34(1.65) .818 .
Item 6 4.79(1.59) .788
Item 5 4.09(1.78) .698
Item 31 4.63 (1.68) .556
F3: Interpersonal relationship (a=.94)" 4.323 13.945
Item 21 5.81 (1.34) .950
Item 20 6.00(1.40) .943
Item 19 5.31 (1.48) .884
Item 24 5.94(1.19) .869
F4: Sensory appeal (a = .96) " 3.725 12.017
Item 25 5.47(1.21) .950
Item 26 5.39(1.45) .946
Item 27 5.48 (1.30) .939
Item 28 5.22 (1.69) .938
F5: Health Concern (a = .92) " 2.058 6.640
Item 9 4.46(1.74) .948
Item 7 4.82(1.76) .927
Item 8 4.80 (1.66) .830
Total variance explained (%) 68.742
Note: KMO: 0.796, Bartlett test of Sphericity: 7724.869, Sig.:.000, each item has a 7-point 
Likert response set: disagree strongly to agree strongly 
"Cronbaeh’s alpha reliability coefficient
The faetors showed Cronbaeh reliability seores ranging from 0.90 to 0.96, 
indieating that the variables exhibited moderate eorrelation with their factor groupings
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and thus can be regarded as internally consistent and stable (Hair et al., 2006a). This 
analysis discovered that item 18 (‘it is important to me to taste local food in its original 
regions/countries’), item 23 (‘experiencing local food enriches me intellectually’), 
item 29 (‘I want to eat local food in a historical place’) and item 30 (‘I think that a 
busy local restaurant provides nice food’) were loaded in different two factors; thereby 
these 4 items were dropped. In addition, Cronbaeh’s alpha for the 7 items of 
‘interpersonal relationship’ was 0.636, lower than the minimum cut-off score o f 0.7 
(Hair et al, 2006a), however, Cronbach’s alpha was 0.94 if  item 22 was deleted. Thus, 
items 18, 22, 23, 29 and 30 were dropped.
To sum up, the current research found five motivational dimensions, labelled 
(1) ‘cultural experience’, (2) ‘interpersonal relationship’, (3) ‘excitement’, (4) ‘sensory 
appeal’, and (5) ‘health concern’, based on the finding o f EFAs for each data set 
gathered from South Korea, Spain, and the U.K. In the data fi*om Korea, three items 
(item 22, 23 and 29) were dropped, and in the data fi"om Spain, the U.K, and overall 
sample, five items (item 18, 22, 23, 29 and 30) were eliminated for better 
measurement assessing the motivations influencing local food consumption in a tourist 
destination. These results summarised in Table 7.20.
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Table 7.22 Factors and items selected in EFAs for overall, S. Korea, Spain, and U.K.
Item Factor Overall s. Kor. Spain U.K
1 .When tasting local food I have an expectation that Ex a! V V ■■■■ V
it is exciting
m M âm V V V2 .Experience o f local food in its original place Ex
makes me excited
V V V V3.Tasting local food makes me feel exhilarated Ex
4.Tasting local food on holiday helps me to relax Ex V V V V
S.Tasting local food on holiday takes me away from Ex ....................V.................. -1 V V
the crowds and noise
V V V V6 .Tasting local food on holiday makes me not worry Ex
about routine
V7.Local food contains a lot o f fresh ingredients HC V V V
produced in a local area
: V V8 .Tasting local food keeps me healthy HC
9.Local food is nutritious HC V V -V .....V
; lO.Experiencing local food gives me an opportunity CE V V V
to increase my knowledge about different cultures
V V V V11 .Experiencing local food helps me see how other CE
people live
■ /^ g : # # : : : : - V V12.Experiencing local food makes me see the things CE
that I don’t normally see
V V V13.Experiencing local food enables me to learn what CE
this local food tastes like
V V V V14.Experiencing local food allows me discover CE
something new
V15.Tasting local food in an original place is an CE
authentic experience
V V V V16.Tasting local food served by local people in its CE
original place offers a unique opportunity to
understand local cultures
V V V Vn.Tasting local food in its traditional setting is a CE
special experience
V18.It is important to me to taste local food in its IR deleted deleted deleted
original regions (countries)
V V V V19.Tasting local food enables me to have an IR
enjoyable time with friends and/or family
V V V V2 0 .Having local food increases friendship or kinship IR
Note: CE: cultural experience, IR: interpersonal relationship, Ex: excitement, SA: sensory 
appeal, and HC: health concern
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Table 7.22 (continued)
Item Factor Overall S. Kor. Spain U.K
21.1  like to talk to everybody about my local food IR V V V V
experiences
22 .1  like to take pictures o f local food to show Decreas deleted deleted deleted deleted
friends in g a
23 .Experiencing local food enriches me Cross­ deleted deleted deleted deleted
intellectually loaded
V V WÊWÊÊ V24.1 want to give advice about local food SR
experiences to people who want to travel
V . V25.It is important to me that the local food I eat on SA
holiday smells nice
V V V26.It is important to me that the local food I eat on SA
holiday looks nice
V ' " T " . V27.It is important to me that the local food I eat on SA
holiday tastes good
# # # # V V28.The taste of local food in its original countries is SA
different to the taste of same food in own my
country
29.1 want to eat local food in a historical place Cross­ deleted deleted deleted deleted
loaded
V30.1 think that a busy local restaurant provides nice IR deleted deleted deleted
food
V V V31 .It is important to me that the local food I eat on RE
holiday is different from what I normally eat
Note: CE: cultural experience, IR: interpersonal relationship. Ex: excitement, SA: sensory 
appeal, and HC: health concern
As presented in Table 7.22, after the EFA, motivational items were reduced 
from 31 items to 28 items (South Korea) and 26 items (overall, Spain and the U.K). 
However, item IS and 30 remained in ‘interpersonal relationship’ in the data from 
South Korea. Compared with the result o f the pilot study, item 18 was expected to be 
loaded in ‘cultural experience’ and item 30 was expected to be loaded in ‘physical 
environment’. But as a result of the EFA, both items included in ‘interpersonal 
relationship’ (South Korea), and ‘physical environment’ was not found as key 
motivational dimensions. Although the results could not be explained why these items 
were loaded in unexpected dimension, the CFA will verify and validate the 
dimensionality of the scale identified in the EFA.
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7.7. CONFIRMATORY FACTOR ANALYSIS (CFA)
The CFA is the scale development procedure providing an alternative measure 
o f internal consistency and assessing the external consistency of the scale items 
identified in the EFA (Anderson and Gerbing, 1988; Hair et ah, 2006a). Hence, CFA 
is to confirm the scale’s structure found in the EFA. The covariance matrix was used 
as input data and maximum likelihood method o f estimation was used with the Amos
7.0 statistical package.
In terms o f the ‘model fit test’, other than adopting the value as a reference 
based on past studies (Anderson and Gerbing, 1988, Bohmstedt and Borgatta, 1981; 
Hair et ah, 2006a), a good model should also conform to the following: goodness o f fit 
index (GFI), adjust goodness of fit index (AGFI), normed fit index (NFI), and the 
comparative fit index (CFI) should be greater than 0.9; root mean square error of 
approximation (RMSEA) should be less than 0.1; and relative value to degree o f 
freedom (%^ /df) should not exceed 3 (Anderson and Gerbing, 1988, Bohmstedt and 
Borgatta, 1981 ; Hair et ah, 2006a).
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Table 7.23 Confirmatory factor analysis (CFA) and reliability: Overall
Factors and Items Std.
loadings
Critical
ratio
AVE®
FI: Cultural experience 0.82
13.Experiencing local food enables me to learn what this 
local food tastes like
.991 fixed
16.Tasting local food served by local people in its original 
place offers a unique opportunity to understand local 
cultures
.954 39.071
14.Experiencing local food allows me discover something 
new
.932 68.513
12.Experiencing local food makes me see the things that I 
don’t normally see
.841 40.054
11 .Experiencing local food helps me see how other people 
live
.737 28.307
n.Tasting local food in its traditional setting is a special 
experience
.728 27.425
lO.Experiencing local food gives me an opportunity to 
increase my knowledge about different cultures
.731 27.903
15.Tasting local food in an original place is an authentic 
experience
F2: Excitement
.680 23.096
0.71
2.Experience o f local food in its original place makes me 
excited
.962 fixed
4.Tasting local food on holiday helps me to relax .972 35.769
3.Tasting local food makes me feel exhilarated .821 64.835
1 .When tasting local food I have an expectation that it is 
exciting
.671 23.116
6 .Tasting local food on holiday makes me not worry about 
routine
F3: Interpersonal relationship
.618 20.641
0.87
21. I like to talk to everybody about my local food 
experiences
.901 fixed
20.Having local food increases friendship or kinship .941 42.213
24.1 want to give advice about local food experiences to 
people who want to travel
.926 40.855
19.Tasting local food enables me to have an enjoyable time 
with friends and/or family
.733 30.082
‘Average variance extracted
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Table 7.23 (continued)
Factors and Items Std.
loadings
Critical
ratio
A VE“
F4: Sensory appeal 
25 .It is important to me that the local food I eat on holiday .984 fixed
0.90
smells nice
27.It is important to me that the local food I eat on holiday .973 77.493
tastes good
26.It is important to me that the local food I eat on holiday .835 39.074
looks nice
28.The taste o f local food in its original countries is .832 38.681
different to the taste o f same food in own my country
F5: Health Concern 
9.Local food is nutritious .992 fixed
0.89
7.Local food contains a lot o f fresh ingredients produced in a .906 55.871
local area
8.Tasting local food keeps me healthy .781 33.532
Goodness-of-fit indexes:
Model %2 (d.f) = 678.35 (276); %2 / d.f = 2.45; p-value = .00; GFI = .94; AGFI = .92;
NFI = .97; CFI = .98; RMSEA = .04.
“Average variance extracted
The CFA for the overall data revealed that the fit index displayed an aeceptable 
level of fit: %2 (d.f) = 678.35 (276); %2 / d.F=2.45, goodness-of-fit index (GFI)=0.94; 
adjusted goodness-of-fit index (AGFI)=0.92, normed fit index (NFI)=0.93, 
comparative fit index (CFI)=0.97 and root mean square error o f approximation 
(RMSEA)=0.04. In addition, average variance extracted (AVE) was also calculated to 
identify the convergent validity of constructs (Anderson and Gerbing, 1988; Hair et ah, 
2006a). The AVE of all constructs was higher than the suggested value o f 0.50 
suggested by previous studies (Anderson and Gerbing, 1988; Hair et ah, 2006a).
However, Netemeyer et ah (2003) suggested that standardised factor loading 
on the latent construct has to be higher than 0.50 in order to achieve a more 
meaningful and interpretable solution of a measurement. Thus, items 5 (.490) and 31 
(.430) in ‘excitement’ with low factor loadings were removed. Therefore, the 
measurement for the overall data showed that ‘cultural experience’ pertained to 8
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items: 10, 11, 12, 13, 14, 15, 16, and 17, ‘interpersonal relationship’ included 4 items:
19, 20, 21, and 24, ‘excitement’ contained 5 items: 1, 2, 3, 4, and 6, ‘sensory appeal’ 
comprised 4 items: 25, 26, 27, and 28, and ‘health concern’ was also made up by 3 
items: 7, 8, and 9. Except for ‘excitement’, other findings of the constructs were same 
as the result o f the EFA.
7.7.1 Confirmatory factor analysis (CFA): South Korea
Table 7.24 summarises the result o f the CFA and reliability for the data from 
South Korea. CFA showed that although the model fit index was not particularly good 
(GFI = 0.88; AGFI = 0.86), other fit index displayed an acceptable level o f fit (%^ 
(d.f)=519.24 (331), f  /df=1.57, NF1=0.93, CF1=0.97, and RMSEA=0.04). In addition, 
AVE was also calculated to identify the convergent validity of constructs (Anderson 
and Gerbing, 1988; Hair et ah, 2006a). The AVE of all constructs was higher than the 
value of 0.50 suggested by previous studies (Anderson and Gerbing, 1988; Hair et ah, 
2006a).
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Table 7.24 Confirmatory factor analysis (CFA) and reliability: South Korea
Factors and Items Std. loadings Critical ratio AVE*
FI: Cultural experience 0.83
Item 13 .993 fixed
Item 16 .953 46.489
Item 14 .924 37.269
Item 10 .787 20.472
Item 12 .851 25.686
Item 11 .752 18.339
Item 17 .760 18.808
Item 15 .654 13.972
F2: Interpersonal relationship 0.72
Item 24 .983 fixed
Item 21 .837 20.819
Item 20 .789 12.468
Item 19 .620 12.127
F3: Excitement 0.72
Item 2 .954 fixed
Item 4 .972 36.076
Item 3 .833 21.690
Item I .571 10.910
Item 6 .546 10.268
F4: Sensory appeal 0.89
Item 25 .980 fixed
Item 26 .830 22.664
Item 27 .973 43.775
Item 28 .816 21.631
F5: Health Concern 0.87
Item 9 .992 fixed
Item 7 .821 22.913
Item 8 .804 21.619
Goodness-of-fit indexes:
%2 (d.f) = 519.24 (331); %2 / d.f = 1.57; p-value = .00; GFI = .88;
AGFI = .86; NFI = .93; CFI = .97; RMSEA = .04.
“ Average variance extracted
As the result o f the CFA, item 18 in ‘interpersonal relationship’ and items 5
and 31 in ‘excitement’ were deleted, because standardised factor loading of item 18
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(.464), 30 (.450), item 5 (.481) and item 31 (.442) was lower than 0.50, as 
recommended by Netemeyer, Bearden, and Sharma (2003). Thus, the measurement 
based on the data from South Korea revealed that ‘cultural experience’ pertained to 8 
items: 10, 11, 12, 13, 14, 15, 16, and 17, ‘interpersonal relationship’ included 5 items:
19; 20, 21, and 24, ‘excitement’ contained 5 items: 1, 2, 3, 4, and 6, ‘sensory appeal’ 
comprised 4 items: 25, 26, 27, and 28, and ‘health coneem’ was also made up by 3 
items: 7, 8, and 9. Although item 18 was dropped from ‘interpersonal relationship’, 
and items 5 and 31 were deleted from ‘excitement’, other constructs had the same 
items as the result o f the EFA, except fo r ‘exeitement’.
7.7.2 Confirmatory factor analysis (CFA): Spain
Table 7.24 shows the result o f the CFA and reliability for the data from Spain. 
The adequacy of the measurement model was examined by the CFA. Most o f the 
model fit indices from the CFA demonstrated a good fit with %2 (d.f)=565.52 (279); 
%2/d.f = 2.03; p-value=.00; GFI=.85; AGFI=.81; NFI=.93; CFI=.96; RMSEA=.06.). 
The AVE of all constructs ranged from 0.78 to 0.91, higher than the recommended 
value of 0.50.
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Table 7.25 Confirmatory factor analysis (CFA) and reliability: Spain
Factors and Items Std. loadings Critical ratio AVE*
FI: Cultural experience 
Item 13 .986 fixed
0.78
Item 16 .921 33.324
Item 14 .949 40.145
Item 12 .810 20.683
Item 11 .698 14.866
Item 17 .666 13.361
Item 10 .633 12.541
Item 15 .622 12.191
F3: Excitement 
Item 2 .986 fixed
0.71
Item 4 .961 40.635
Item 3 .802 19.937
Item 1 .657 13.242
Item 6 .615 11.917
F3: Interpersonal relationship 
Item 21 .905 fixed
0.90
Item 20 .998 32.274
Item 24 .980 30.441
Item 19 .745 19.016
F4: Sensory appeal 0.90
Item 25 .991 fixed
Item 27 .973 47.503
Item 26 .818 21.333
Item 28 .825 21.806
F5: Health Concern 
Item 9 .992 fixed
0.91
Item 7 .996 99.591
Item 8 .755 17.774
Goodness-of-fit indexes:
%2 (d.f) = 565.52 (279); %2 / d.f = 2.03; p-value = .00; GFI = .85;
AGFI = .81; NFI = .93; CFI = .96; RMSEA = .06.
“ Average variance extracted
From the finding o f the CFA for Spain, items 5 and 31 were deleted, since their
standardised loadings were lower than 0.50, as recommended by Netemeyer, Bearden,
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and Sharma (2003): item 5 was (.486), and item 31 was (.456). Thus, ‘cultural 
experience’ pertained to 8 items: 10, 11, 12, 13, 14, 15, 16, and 17, ‘interpersonal 
relationship’ included 4 items: 19, 20, 21, and 24, ‘excitement’ contained 5 items: 1, 2,
3, 4, and 6, ‘sensory appeal’ comprised 4 items: 25, 26, 27, and 28, and ‘health 
concern’ was also made up by 3 items: 7, 8, and 9.
7.7.3 Confirmatory factor analysis (CFA): U.K.
Table 7.25 provides the result o f the CFA and reliability for the data from the 
U.K. Twenty four observed indicators associated with the five factors were identified 
from the CFA. CFA showed that the overall fit index displayed an acceptable level of 
fit: %2 (d.f)=509.42 (282); %2 / d.f=1.81; p-value=.00; GFI=.87; AGFI=.83; NF1=.93; 
CF1=.97; RMSEA=.06. Additionally, all indicators of AVE with each factor exceeded 
the recommended value of 0.50.
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Table 7.26 Confirmatory factor analysis (CFA) and reliability: U.K.
Factors and Items Std. loadings Critical ratio AVE*
FI: Cultural experience 
Item 13 .994 fixed
0.81
Item 16 .983 67.320
Item 14 .960 48.495
Item 12 .838 23.058
Item 11 .693 14.562
Item 17 .695 14.699
Item 10 .705 15.047
Item 15 .608 11.647
F3: Excitement 
Item 2 .973 fixed
0.73
Item 4 .969 38.954
Item 3 .809 19.596
Item 1 .678 13.553
Item 6 .668 13.204
F3: Interpersonal relationship 
Item 21 .949 fixed
0.89
Item 20 .974 34.437
Item 19 .807 18.704
Item 24 .862 22.182
F4: Sensory appeal 
Item 25 .977 fixed
0.92
Item 26 .869 24.369
Item 27 .978 43.526
Item 28 .858 23.590
F5: Health Concern 
Item 9 .992 fixed
0.89
Item 7 .915 33.023
Item 8 .772 18.238
Goodness-of-fit indexes:
%2 (d.f) = 509.42 (282); %2 / d.f = 1.81; p-value = .00; GFI = .87;
AGFI = .83 ; NFI = .93; CFI := .97; RMSEA = .06.
“ Average variance extracted
In this study for the U.K, items 5 (.474) and 31 (.432) in ‘excitement’ with low
factor loadings were removed to attain a more meaningful and interpretable solution o f
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a measurement. Thus, the CFA found that ‘cultural experience’ pertained to 8 items:
10, 11, 12, 13, 14, 15, 16, and 17, ‘interpersonal relationship’ included 4 items: 19, 20, 
21, and 24, ‘excitement’ contained 5 items: 1, 2, 3, 4, and 6, ‘sensory appeal’ 
comprised 4 items: 25, 26, 27, and 28, and ‘health concern’ was also made up by 3 
items: 7, 8, and 9. Except for ‘excitement’, other findings of the constructs were the 
same as the result o f the EFA.
Table 7.27 shows that the overall fit index displayed an acceptable level o f fit 
of the CFA for measurement for motivations influencing local food consumption.
Table 7.27 Goodness-of-fit indexes for the m easurem ent
Index Cut-off value Total
(n=751)
Korea
(n=269)
Spain
(n=246)
UK
(n=236)
Model y l  (d.f). N/A 678.35 (276) 519.24 (331) 565.52 (279) 509.42 (282)
%2/d.f <3.00 2.45 1.57 2.03 1.81
jp-value < 0.05 0.00 0.00 0.00 0.00
GFI >0.90 0.94 0.88 0.85 0.87
AGFI >0.90 0.92 0.86 0.81 0.83
NFI > 0.90 0.97 0.93 0.93 0.93
. CFI > 0.90 0.98 0.97 0.96 0.97
RMSEA <0.05: good fit 
<0.08: mediocre fit
0.04 0.04 0.06 0.06
Note: GFI: Goodness o f fit index, AGFI: adjust goodness o f fit index, NFI: normed fit index, 
CFI: comparative fit index, and RMSEA: root mean square error o f approximation.
In sum, after the EFA, there was difference of factors including items between 
the data from overall. South Korea, Spain, and the U.K. However, as a result o f the 
CFA, in cases of data for overall, Spain, and the U.K, items 5 and 31 with low factor 
loadings were dropped, and in the data for South Korea, items 5, 18, 30 and 31 were 
deleted. Therefore, the result of the CFA identified the same five motivational 
dimensions, including same items, previously derived from the EFA: (1) ‘cultural 
experience’, (2) ‘interpersonal relationship’, (3) ‘excitement’, (4) ‘sensory appeal’, 
and (5) ‘health concern’. Consequently, 24 items were retained to represent the five- 
factor measurement scale with an acceptable level.
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7.8. RELIABILITY AND VALIDITY
Reliability is a measure of the internal consistency o f the latent factors. The 
construct reliability is calculated by the recommended value such as Cronbach’s alpha 
o f 0.70 (Hair et ah, 2006a) and the AVE of 0.50 (Anderson and Gerbing, 1988; Hair et 
al., 2006a). As seen in the findings o f the EFA and CFA, all reliabilities (Cronbach’s 
alpha and the AVE) exceeded the recommended level 0.70 for Cronbach’s alpha and 
level 0.50 for the AVE, which indicated that all five factors possessed good internal 
consistency.
Validity is the extent to which the indicators accurately measure what they are 
supposed to measure (DeVellis, 2003; Hensley, 1999;: Netemeyer et ah, 2003). 
DeVellis (2003) pointed out that construct validity is related to the agreement between 
a theory and a specific measuring procedure. Construct validity can be described as the 
extent to which the data exhibit evidence of convergent validity and discriminant 
validity. Saunders et al. (2007) indicated that criterion-related validity can be 
established when the measure differentiates on a criterion, which it is expected to 
predict. Criterion-related validity can be also proved as the extent to which the data 
exhibit evidence of predictive validity.
7.8.1 Construct validity: Convergent validity and discriminant validity
Convergent validity, as a tool of determining construct validity, is identified 
when each of the items of the same dimension or construct have high correlations 
(Hair et al., 2006a). Prior studies (Anderson and Gerbing, 1988; Netemeyer et al., 
2003) have suggested that convergent validity can be evaluated by examining the 
standardised factor loadings within the constructs and between the constructs. In the 
result of the CFA, the standardised factor loadings exceeding the cut-off value o f 0.50
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on all latent constructs were satisfactory, showing satisfactory item convergence on 
the intended constructs (Anderson and Gerbing, 1988; Kim and Li, 2009; Netemeyer 
et ah, 2003). Thus this results in convergent validity of the measurement scale.
Discriminant validity is the degree to which the measures of different concepts 
are distinct (Hair et al., 2006a). In order to examine discriminant validity o f the 
measurement, mean values for the constructs were compared to correlations between 
the constructs and the Pearson correlation test was used to do this. The mean factor 
score was derived by averaging the individual items scores under each factor (see 
Table 7.28).
Table 7.28 C orrelation estimates and construct means (SD): Overall
FI F2 F3 F4 F5
FI : Cultural experience 1
F2: Excitement -.035 1
F3: Interpersonal relationship .031 .062 1
F4: Sensory appeal -.040 -.028 -.098** 1
F5: Health Concern .022 .179** .039 -.318** 1
No. o f items 8 5 4 4 3
Mean 5.88 5.12 5.33 5.44 4.63
Standardised deviations 0.92 1.42 0.80 1.34 1.58
*p<0.05, **p<0.01
The correlation analysis suggested that although there was a negative 
correlation between ‘sensory appeal’ and ‘health concern’ (r=-0.31), this correlation 
was only weak (Hair et al, 2006a). Thus, this research recognises this result to show no 
significant relationship among the motivations and thus provides discriminant validity.
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Table 7.29 C orrelation estimates and construct means (SD): South Korea
K orea (n=269) FI F2 F3 F4 F5
FI: Cultural experience 1
F2: Interpersonal relationship .033 1
F3: Excitement -.002 .134* 1
F4: Sensory appeal -.036 -.133* -.029 1
F5: Health Concern .067 -.013 .137* -.298** 1
No. o f items 8 5 4 4 3
Mean 5.75 5.92 5.36 5.44 4.66
Standardised deviations 0.98 0.82 1.29 1.33 1.54
*p<0.05, **p<0.01
The correlation analysis suggested that there also was a negative correlation 
between ‘sensory appeal’ and ‘health concern’ (r^O.29), but this correlation was only 
weak (Hair et al, 2006a). Therefore, this evidence confirmed discriminant validity of 
the measurement scale.
Table 7.30 Correlation estimates and construct means (SD): Spain
Spain (n=246) FI F2 F3 F4 F5
FI: Cultural experience 1
F2: Excitement .035 1
F3: Interpersonal relationship -.011 .111 1
F4: Sensory appeal -.069 -.044 -.123 1
F5: Health Concern .065 .154* .036 -.349** 1
No. o f items 8 5 4 4 3
Mean 5.98 5.05 5.86 5.49 4.53
Standardised deviations 0.84 1.45 1.20 1.34 1.61
*p<0.05, **p<0.01
As seen in Table 7.30, the relationship between ‘sensory appeal’ and ‘health
concern’ was negatively weak (r— 0.35) (Hair et al, 2006a), and hence this showed
discriminant validity of the measurement.
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Table 7.31 Correlation estimates and construct means (SD): U.K.
FI F2 F3 F4 F5
FI: Cultural experience 1
F2: Excitement -.108 1
F3: Interpersonal relationship .079 -.062 1
F4: Sensory appeal -.021 .068 -.078 1
F5: Health Concern -.067 .143* .060 -.270** 1
No. o f items 8 6 4 . 4 3
Mean 5.94 4.77 5.77 5.39 4.69
Standardised deviations 0.89 1.43 1.25 1.35 1.59
*p<0.05, **p<0.01
The finding of the data from the U.K also indicated that there was a negative 
correlation between ‘sensory appeal’ and ‘health concern’ (r— 0.27), this correlation 
was only weak; thus, it can be seen that there is no significant relationship among the 
motivations. Therefore, this evidence confirmed discriminant validity o f the 
measurement.
The above Tables provide the result o f the correlation analysis for the all data 
(overall. South Korea, Spain, and the U.K). The finding showed that there was no 
meaningful correlation among the factors identified in the research. Although there 
was a negative correlation between ‘sensory appeal’ and ‘health concern’ in each cases 
(Korea, r=-0.29; Spain, r=-0.35; U.K., r=-0.27), this correlation was only moderate 
and weak (Hair et al, 2006a). Thus, there was no significant relationship among the 
dimensions, and this evidence was confirmed by discriminant validity o f the 
measurement for motivations influencing local food consumption in a tourist 
destination.
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7.8.2 Criterion-related validity: Predictive validity
Criterion-related validity can be also proved by the extent to which the data 
exhibit evidence of predictive validity using future criterions (Sekaran, 2003). In this 
study, future intention to re-taste and recommendation to others were used to test 
predictive validity. Future intention was measured using two items: (1) T would eat 
local food again in this destination’: and (2) T would recommend this food to my 
friends’. Factor loadings o f the variables ranged from 0.93 to 0.96, higher than the 
minimum cut-off score o f 0.4, and Cronbach alpha coefficients ranged from 0.92 to 
0.93, higher than the minimum cut-off score o f 0.7 (Hair et al., 2006a). The mean 
factor score for ‘future intention’ was derived by averaging the individual items scores 
under this factor.
Table 7.32 Correlation between motives and future intention: Overall
CE Ex IR SA HC Mean (S.D)
Future intention (Overall) .69* .40* .42 .60** .35 5.79(1.35)
Future intention (S. Korea) .68* .44* .58 .56** .38 5.83(1.30)
Future intention (Spain) .58* .45* .41 .58* .42 5.82(1.22)
Future intention (U.K) .78* .39* .40 .52** .32 5.72(1.26)
*p<0.05, **p<0.01; CE: cultural experience, IR: interpersonal relationship. Ex: excitement, 
SA: sensory appeal, HC: health concern, FI: future intention
From Table 7.32, moderate and strong correlation coefficients between 
motivational factors and ‘future intention’ showed the evidence that this measurement 
can correctly predict what it should theoretically be able to predict among all case 
(overall. South Korea, Spain, and the U.K.). More specifically, ‘future intention’ 
strongly correlated with ‘cultural experience’ and ‘sensory appeal’, while there was 
moderate correlation between other motivations (‘interpersonal relationship’, 
‘excitement’, ‘health concern’) and ‘future intention’. However, in the sample 
recruited in the U.K., there was only a relatively weak correlation between them. But,, 
the findings confirmed the predictive validity o f the measurement scale.
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7.9. DIFFERENCES IN MOTIVATION INDIVIDUAL 
ITEMS
Table 7.33 presents overall means and S.D. amongst the samples obtained in 
South Korea, Spain, and the U.K, and shows the differences in individual motivational 
items. Overall, the calculated mean score for ‘cultural experience’ was the highest, and 
the mean score of ‘sensory appeal’ ranked second among the five dimensions 
identified. ‘Health concern’ was the lowest for all destinations. This result showed no 
significant results in ‘sensory appeal’ and ‘health concern’. It can be interpreted that 
these motivations are regarded as a basic motivation to eat either general food and 
local food, eapecially ‘sensory appeal’ has been found to be essential determinant of 
food choice (e.g., Chen, 2007; Cowan and Devine, 2008; Eertmans et al., 2005; Lockie 
et al., 2004; Pollard et al., 1998; Mooney and Walboum, 2001; Steptoe and Pollard, 
1995; Steptoe and Wardle, 1999).
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Table 7.33 Overall means and S.D. of individual items: S. Korea, Spain, and the U.K.
Factor Item
S. Korea
Mean (S.D.) 
Spain U.K.
F P
Excitement (factor score) 5.36(5.36) 5.05(1.45) 4.90(1.48) 6.98 .00
l.When tasting local food I have an 
expectation that it is exciting
5.86(1.55) 5.62(1.60) 5.34(1.65) 13.32 .00
2.Experience of local food in its original place 
makes me excited
5.07(1.67) 4.78(1.82) 4.72(1.81) 4.90 .02“
3.Tasting local food makes me feel 
exhilarated
5.23(1.56) 4.95(1.65) 4.82(1.72) 7.28 .01
4.Tasting local food on holiday helps me to 
relax
5.36(1:39) 4.91(1.65) 4.09(1.78) 13.60 .00
6.Tasting local food on holiday makes me not 
worry about routine
5.28(1.52) 5.00(1.58) 4.79(1.59) 12.48 .00
Health (factor score) 4.66(1.54) 4.53(1.61) 4.69(1.59) .73 .48
concern
7.Local food contains a lot of fresh 
ingredients produced in a local area
4.63(1.70) 4.44(1.70) 4.82(1.76) 1.53 .21
8.Tasting local food keeps me healthy 4.83(1.63) 4.73(1.66) 4.80(1.66) .05 .80
9.Local food is nutritious 4.52(1.72) 4.41(1.76) 4.46(1.74) .12 .72
Cultural (factor score) 5.75(0.98) 5.98(0.84) 5.94(0.89) 4.74 .00
experience
lO.Experiencing local food gives me an 
opportunity to increase my knowledge about 
different cultures
5.57(1.18) 5.69(1.00) 5.70(1.10) 1.96 .16
1 l.Experiencing local food helps me see how 
other people live
5.36(1.25) 5.54(1.15) 5.50(1.16) 1.74 .18
12.Experiencing local food makes me see the 
things that I don’t normally see
6.05(1.06) 6.31(0.85) 6.33(0.94) 1.86 .00
13.Experiencing local food enables me to 
learn what this local food tastes like
5.99(1.05) 6.23(0.89) 6.16(0.96) 3.57 .05
14.Experiencing local food allows me 
discover something new
5.89(1.04) 6.19(0.91) 6.12(0.95) 6.79 .00
15 Tasting local food in an original place is an 
authentic experience
5.73(1.19) 6.04(1.07) 6.02(1.09) 8.30 .00
16.Tasting local food served by local people 
in its original place offers a unique 
opportunity to understand local cultures
5.88(1.09) 6.15(0.93) 6.12(0.99) 6.11 .01
n.Tasting local food in its traditional setting 
is a special experience
5.47(1.10) 5.65(1.06) 5.54(1.08) .47 .49
Note: “ post-hoc revealed no significance
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Table 7.33 (continued)
Factor Item
S. Korea
Mean (S.D.) 
Spain U.K.
F P
Interpersonal (factor score) 5.31(0.60) 5.36(0.87) 5.31(0.90) .35 .70
relationship
19.Tasting local food enables me to have an 
enjoyable time with friends and/or family
5.42(1.18) 5.41(1.40) 5.31(1.48) .71 .38
20. Having local food increases friendship or 
kinship
5.95(0.97) 6.10(1.27) 6.00(1.40) .17 .67
21.1 like to talk to everybody about my local 
food experiences
6.12(0.98) 5.91(1.23) 5.81(1.34) 8.25 .00
24.1 want to give advice about local food 
experiences to people who want to travel
6.21(0.96) 6.02(1.24) 5.94(1.19) 7.09 .01
Sensory (factor score) 5.44(1.33) 5.49(1.34) 5.39(1.35) .31 .74
appeal
25.It is important to me that the local food I 
eat on holiday smells nice
5.52(1.22) 5.59(1.22) 5.47(1.21) .17 .67
26.It is important to me that the local food I 
eat on holiday looks nice
5.42(1.48) 5.46(1.48) 5.39(1.45) .03 .84
27.It is important to me that the local food 1 
eat on holiday tastes good
5.55(1.25) 5.58(1.28) 5.48(1.30) .34 .55
28.The taste of local food in its original 
countries is different to the taste of same food 
in own my country
5.29(1.66) 5.32(1.68) 5.22(1.69) .18 .66
Significant difference was found amongst the ‘excitement’ factor in the three 
case destinations and amongst items 1, 2, 3, 4, and 6 with the factor. Even though 
post-hoc analyses for one-way ANOVA showed that item 2 was not significant, other 
items were statistieally significant. More speeifically, Scheffe test mainly revealed the 
significant differences between the data fi"om South Korea and the data from the U.K 
(P=.00). This result may show that British respondents considered Korean food as 
being unfamiliar or novel, and this consideration may allow them to feel more excited 
with Korean food than British food.
In terms of ‘cultural experience’, ANOVA showed a significant difference 
amongst this factor in three ease destinations and in several items (12, 13, 14, 15 and 
16), and post-hoc analyses demonstrated the difference between South Korea and 
Spain; and between South Korea and the U.K. (items 12, 13, 14, and 16). Interestingly, 
mean scores of the sample from Spain and the U.K. were higher than the data from
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South Korea. Indeed, this research assumed that British participants’ cultural interest 
in Korean food would be higher than other local food, because Korean food culture 
could be regarded as something new and different. However, this assumption was not 
supported by the result. This result may be related that respondents visiting South 
Korea are relatively younger (see Table 7.1), reflecting young backpackers. According 
to previous studies (Maoz, 2007; Sorensen; 2003; Uriely, Yonay, and Simchai, 2002), 
young backpackers tend to search for much information about a destination rather than 
general tourists. From this point o f view, the current research considered that this 
characteristic of young backpackers may enable them to feel less refreshed by cultural 
experience, since they may be somewhat aware of Korean food culture.
Even though no significant difference in ‘interpersonal relationship’ factor was 
found between the three case destinations, a significant difference was found between 
items 21 and 24 loaded in ‘interpersonal relationship’. Post-hoc test showed significant 
differences between South Korea and the U.K. This result may be linked to the 
demographic characteristic. In relation to ‘interpersonal relationship’, young 
backpackers tend to like to meet other people during their travel and spend most of 
their time together with fellow backpackers (Muzaini, 2006; Uriely et al., 2002). This 
can be interpreted to mean that young backpackers consider interpersonal relationships 
as one of the key motivations for travel, and hence this result showed mean values of 
the sample recruited in South Korea were significant higher than the U.K.
7.10. RELATIONSHIP AMONG MOTIVATIONS AND 
OTHER VARIABLES
This section aims to measure the importance of differences by the demographic 
variables and motivational factors and to identify the relationship among motivational 
factors, food neophobia, and food involvement.
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7.10.1 Differences in motivations by demographic factors
The current research anticipated that the demographic profile and motivations 
o f the respondents would differ with each of the factors identifying local food 
consumption. Thus statistical comparisons were made using independent samples t- 
test (gender) and one-way ANOVA (age) to determine whether statistical differences 
existed among demographic sample and their motivations to consume local food in 
their destinations. Post-hoc analyses for one-way ANOVA were performed to indicate 
differences between demographics and motivations found in the research using the 
Scheffe test.
7.10.1.1 Differences in motivations by gender
In order to examine differences in motivations by gender, an independent 
samples t-test was used, with a confidence level o f 95 %. The mean factor score was 
derived by averaging the individual items scores under each factor.
Table 7.34 Independent samples t-test: Overall (n=751)
Factor Respondents N M ean (SD) t Sig.
Cultural experience Male 378 5.95 (0.87)
Female 373 5.81 (0.95) 2.087 .037
Excitement Male 378 5.16(1.41)
Female 373 5.07 (1.43) -.475 .635
Interpersonal Male 378 5.26 (0.76)
relationship Female 373 5.39 (0.83) .-2.179 .030
Sensory appeal Male 378 5.43 (1.35)
Female 373 5.45 (1.32) .-.265 .791
Health Concern Male 378 4.64(1.56)
Female 373 4.61 (1.59) .288 .773
Note: P<0.05
Y.G. KIM
257
Chapter VII. Findings of the main study
The result showed that the result by gender varied in regard to ‘cultural 
experience’ in overall samples (t=2.08, P=.03) and the sample recruited in the U.K. 
(t=2.42, P=.02) (see Table 7.35).
Table 7.35 Independent samples t-test: U.K. (n=236)
Factor Respondents N Mean (SD) t Sig.
Cultural experience Male 113 6.08 (0.73)
Female 123 5.80(1.00) 2.419 .016
Note: P<0.05
More specifically, males were more interested in ‘cultural experience’ through 
the experience of local food and beverages than females. According to Campbell 
(1994), male tourists are interested in different or special cultures, because they tend to 
seek exciting experiences. Campbell added that the key target for cultural tourism, 
such as aboriginal cultural tourism should be predominantly male tourists. From this 
point of view, experience o f local food from different cultures can be regarded as an 
exiting experience for the male participants in the survey.
As seen in Table 7.34, in terms of ‘interpersonal relationship’, the mean value 
for females (m=5.39) was significantly higher than that o f the males (m=5.26), 
suggesting that females consider that tasting local food can be seen as a greater 
opportunity to meet and communicate with their family and other people. This finding 
coincided with the prior work o f Zhang et al. (2008) who pointed out that females’ 
travel motivations can be affected by their family and friends.
7.10.1.2 Differences in motivations by age groups
In this section, one-way ANOVA was conducted to investigate differences 
among age groups and the motivation influencing consumption o f local food and 
beverages in a tourist destination.
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Table 7.36 Results of ANOVA test for age groups: Overall (n=751)
Factor Age N Mean SD F Sig.
Cultural experience Under 25 yrs 120 5.80 0.89
25-34 yrs 205 5.88 0.92
35-44 yrs 146 5.93 1.03 .653 .62545-54 yrs 144 5.83 0.92
Above 55 yrs 136 5.95 0.77
Excitement Under 25 yrs 120 5.10 1.45
25-34 yrs 205 5.01 1.38
35-44 yrs 146 4.85 1.59 3.284 .011“45-54 yrs 144 5.31 1.33
Above 55 yrs . 136 5.36 1.29
Interpersonal Under 25 yrs 120 5.55 0.74
relationship 25-34 yrs 205 5.43 0.76
35-44 yrs 
45-54 yrs
146
144
5.22
5.25
0.78
0.75 5.625 .000
Above 55 yrs 136 5.17 0.89
Sensory appeal Under 25 yrs 120 5.42 1.36
25-34 yrs 205 5.39 1.14
35-44 yrs 
45-54 yrs
146
144
5.63 . 
5.34
1.24
1.37 1.068 .371
Above 55 yrs 136 5.45 1.27
Health concern Under 25 yrs 120 4.58 1.66
25-34 yrs 205 4.70 1.59
35-44 yrs 
45-54 yrs
146
144
4.36
4.71
1.47
1.61 1.442 .218
Above 55 yrs 136 4.70 1.55
Note: p<0.05, “ post-hoc revealed no significance
As presented in Table 7.36, although the results o f one way ANOVA showed 
that ‘excitement’ (F=3.25, P=.01) and ‘interpersonal relationship’ (F=5.62, P=.00) 
differed between motivations, the Scheffe test (post-hoc) revealed no significant result 
in ‘excitement’. Thus, the ANOVA found that only ‘interpersonal relationship’ 
(F=5.62, P=.00) differed with age groups. More specifically, the Scheffe test showed 
that the differences between under 25 age group and 35-44 age group (P=.02) and 
between under 25 age group and over 55 age group (P=.00) were significant. This 
result suggests that younger people believe that sharing time and eating food with their
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family or friends enables them to increase the pleasure o f travel through shared 
experience. Ryan and Kinder (1996) argued that social and friendship needs are an 
important travel motivation for young people, which is consistent to this finding.
One-way ANOVA was conducted to investigate differences amongst the 
education levels o f respondents and the motivation identified in the current study. 
However, there was no significant difference by education level o f respondents and 
the motivations identified in the current study. Also no significant difference was 
found between annual incomes o f respondents and the motivation identified in this 
research.
7.10.2 Relationship among motivations, FNS, and FIS
As described in Table 7.37, the correlation between constructs showed that it 
can be regarded as no relationship among motivational factors, the FNS, and FIS.
Table 7.37 Correlation among motivations, FNS, and FIS: Overall (n = 751)
CE Ex IR SA HC FI FNS FIS Mean (S.D)
FNS .06 .03 -.06* .02 -.00 -.35 1 2.73(1.08)
FIS -.04 -.00 .05 -.04 .00 .38* -.07* 1 5.19(1.25)
*p<0.05; CE: cultural experience, IR: interpersonal relationship. Ex: excitement, SA: sensory 
appeal, HC: health concern, FI: future intention
This result showed a weak correlation between FNS and ‘future intention’ (r=-
0.35) and the FIS and ‘future intention’ (r=0.38). This result was supported by 
literature, suggesting intention to try, buy, or recommend can be influenced by the 
food-related personality traits of food neophobia and food involvement (Bell and 
Marshall, 2003; Chen, 2007; Kim, Suh, and Eves, 2010). In addition, Kim et al. (2010) 
identified that food neophobia is negatively associated with tourists’ loyalty, and their 
food involvement have a positive effect on loyalty.
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This finding of the data also revealed that motivational faetors influencing 
local food consumption on holidays did not relate to the FNS and FIS. However, this 
result suggests a significant relationship between food-related personality traits and 
future intention.
7.11. SEGMENTATION BY MOTIVATION
Data were clustered in such a way that those within each cluster were more 
similar to each other than to those in other clusters, thereby creating homogeneity 
within clusters and heterogeneity between clusters. Hierarchy cluster analysis was 
used to identify the number of clusters by an agglomeration schedule on the cluster 
analysis (Formica and Uysal, 1998). Then, K-means cluster analysis was employed to 
classify the samples according to the local food experience parameters that 
discriminated them. Specifically, the K-means cluster method, which is commonly 
used in tourist segmentation research, was implemented (e.g., Cha et al., 1995; 
Formica and Uysal, 1998; Kau and Lee, 1999). The K-means clustering method 
produces results that are less susceptible to outliers in the data, the distance measure 
used, and the inclusion of irrelevant or inappropriate variables (Hair et al., 2005). A 
chi-square test was employed to profile the clusters demographieally with regard to 
their local food experience.
A cluster analysis was employed to classify subjects into mutually exclusive 
groups on the basis of the Ward method, using the K-means clustering procedure. The 
results of the cluster analysis indicate that a three-cluster solution appeared to be 
appropriate. More specifically, multivariate statistics indicate that statistically 
significant differences existed among the three clusters at p<0.05. The result o f 
ANOVA tests also revealed that all five motivational factors contributed to 
differentiating the three motivation clusters (p<0.05). In addition, the Scheffe 
multiple-range tests were employed to examine any differences among clusters with
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respect to each factor. The results of the Scheffe tests show that statistically significant 
differences were found among clusters, generally supporting the contention that this 
represents an appropriate categorisation (see Table 7.38).
Table 7.38 M otivation factor means among clusters
Factor ' Cluster I (n=288) 
Excitement and 
health concern
Cluster II (n=197) 
Cultural 
experience
Cluster III (n=266) 
Sensory appeal
F
Cultural experience 5.87 5.95 5.85 .04
Interpersonal relationship 5.41 5.25 522 .00
Excitement 6.00 326 5.55 .00
Sensory appeal 4.85 5.61 5.96 .00
Health concern 5.99 4.65 3.14 .00
Note: each item has a 7-point Likert response set: disagree strongly to agree strongly, p<0.05
As shown in Table 7.38, among the three cluster groups, the first cluster 
appeared to have the highest mean score on ‘excitement’ and the second highest mean 
score on ‘health concern’. Based on the mean score characteristics with respect to the 
five motivational factors, the first cluster was labelled ‘excitement and health concern’. 
The second cluster was found to have the largest mean score on ‘cultural experience’, 
that is, this can be seen as this cluster group that is interested in experience o f local 
food culture. Hence, the second cluster was labelled ‘cultural experience’. Finally, the 
third cluster appeared to have the highest mean scores on ‘sensory appeal’; that is, this 
cluster group is motivated by ‘sensory appeal’, such as the appearance, taste, and smell 
of local food. Thus, the third cluster was labelled ‘sensory appeal’.
Interestingly, the reason that ‘excitement and health concern’ were clustered 
can be linked with travel career ladder (TCL) suggested by Pearce (1988). This model 
was developed based on Maslow’s need hierarchy theory (1970). In this point o f view, 
excitement can be included as a physiological need because Pearce (1988) indicated 
that physiological needs refer to the refreshment o f a person’s body and mind and a 
desire for recreation. In addition, health eoneem can be a safety/security need since
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Pearce (1988) pointed out that this need can be seen as a eoneem for one’s safety 
during travel. According to Pearce (1988), the needs of tourists were seen as organised 
into a ladder, with the physiological need at the lower level, followed the 
safety/security need. However, the results of this study showed that these different 
needs can occur at the same time. Hence, this study supports the criticisms of TCL 
(Pearce, 2005): travellers were considered to have more than one level o f travel 
motivation. Therefore, this cluster group can be recognised to be diversionary tourists 
who want to escape from routine eating habits, such as shopping for food and cooking, 
but tend to like easily available and plentiful local food provided by popular chain- 
restaurant businesses due to safety concerns (Cohen and Avieli, 2004; Hjalager, 2003).
In order to further identify the profile of three clusters, each cluster was cross 
tabulated with tourists’ socio-economic characteristics. As shown in Table 7.39, the 
results o f the %2 tests indicate that there were no significant differences among the 
three clusters with respect to the socio-economic characteristics of gender, education, 
and income; there was a statistical difference among age groups.
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Table 7.39 Clusters differences by tourist’ characteristics
Demographics Cluster I 
(n=288) 
Excitement and 
health concern
Cluster II 
(n=197) 
Cultural 
experience
Cluster III 
(n=266) 
Sensory appeal
%2(P)
Gender
Male
Female
151 (52.4%) 
137(47.6%)
96(48.7%)
101(51.3%)
131(49.2%)
135(50.8%)
%?=.834,
P-.65"
Age group 
Under 24 yrs 
25-34 yrs 
35-44 yrs 
45-54 yrs 
Above 55 yrs
48(16.7%)
75(26.0%)
40(13.9%)
68(23.6%)
57(19.8%)
30(15.2%)
59(29.9%)
52(26.4%)
30(15.2%)
26(13.2%)
42(15.8%)
71(26.7%)
54(20.3%)
46(17.3%)
53(19.9%)
%2=19.045,
P=.01"
Education
0-Levels
A-Level
UG
PG
Others
32(11.1%)
67(23.3%)
102(35.4%)
75(26.0%)
12(4.2%)
18(9.1%)
55(27.9%)
77(39.1%)
41(20.8%)
6(3.0%)
27(10.2%)
67(25.2%)
98(36.8%)
64(24.1%)
10(3.8%)
%2=3.615,
P=.89"
Annual income 
-£10,000 
£10,000-24,999 
£25,000-39,999 
£40,000-49,999 
£55,000-
38(13.2%)
64(22.2%)
78(27.1%)
53(18.4%)
55(19.1%)
24(12.2%)
43(21.8%)
63(32.0%)
42(21.3%)
25(12.7%)
37(13.0%)
59(22.2%)
79(29.7%)
44(16.5%)
47(17.7%)
%2=5.625,
P=.68"
Note:  ^p<0.05
The largest age groups in each cluster were dominated by the 25 years to 30 
years age group: cluster I (26.0%), cluster II (29.9%), and cluster III (26.7%). 
However, there was a significant difference among the second largest group. The 
second age group o f cluster I was 45 years to 54 years (23.6%). The second age group 
of cluster II and cluster III was 35 years to 44 years (26.4% and 20.3%). Even if  there 
were no significant differences among other variables, the results show that the 
respondents were almost equally split between male and female, a large proportion of 
the samples had an undergraduate degree, and about 30% of respondents had family 
incomes in the range of £25,000 - £39,999.
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Segmenting tourists based on their motivation can be a useful tool that enables 
marketers in tourism to identify effective promotion and business strategies. The 
findings suggest that the market can be divided into three segments based on tourists’ 
motivations: ‘excitement and health concern’, ‘cultural experience’, and ‘sensory 
appeal’. That is, typologies of tourists who had eaten local food can be categorised 
into ‘tourists seeking excitement and health’, ‘tourists seeking the cultural experience 
of local food’, and ‘tourists seeking the sensory pleasure of local food’. In addition, a 
significant difference in the characteristics o f tourists who had tasted local food in a 
tourist destination was observed in terms o f age group.
The ‘excitement and health concern’ segment shows these tourists are more 
likely to be motivated by the factors ‘excitement’ and ‘health concern’. The 25 years 
to34 years age group and the 45 years to 54 years age group were found to be the 
largest; the majority of the samples had relatively high educational backgrounds, with 
35.4 % o f the sample holding undergraduate degrees, and 27.1% of the respondents 
earned between £25,000 and £39,999. In the ‘cultural experience’ segment, the 25 
years to 44 years age group was found to be the largest; the majority of the samples 
had undergraduate degrees, and 32.0% of respondents had family incomes in the range 
of £25,000-£39,999. In the ‘sensory appeal’ segment, the 25 years to 44 years age 
group was the largest; the majority of the samples had relatively high educational 
backgrounds, with 36.8 % of the sample holding undergraduate degrees, and 29.7% of 
respondents earning between £25,000 and £39,999.
7.12. SUMMARY
The samples gathered in three different destinations showed that male and 
female were almost equally represented amongst the sample obtained in each 
destination. In terms of ages, the largest age group of British tourist recruited in South
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Korea and Spain was between 25 and 34 years, whilst, the 35-44 group and the 45-54 
group were found to be the largest age group in the U.K. A large proportion of the 
respondents had completed undergraduate education, and the sample recruited in the 
U.K had a higher income than others. The key reason for having a holiday was cultural 
attractions for South Korea and the U.K, and relaxation for Spain. The largest 
proportion of British tourists visiting South Korea, Spain and the U.K not only 
belonged to the low or medium PNG, but also were in the high FIG. However, 
respondents travelling in South Korea had slightly greater neophilie tendencies, than 
Spain and the U.K. In terms o f the relationship between local food experiences and 
food-related personality traits, this study found that most respondents, who had eaten 
over 6 local food items, were in the low PNG.
In the stage of scale development, this research developed a reliable and valid 
five-factor scale for consumption of local food in a tourist destination. The study 
examined overall results of items and observed the difference of individual items 
collected in three different destinations. This result of the EFA and CFA identified five 
motivational dimensions: ‘cultural experience’, ‘interpersonal relationship’,
‘excitement’, ‘sensory appeal’, and ‘health concern’. Through the EFA and CFA, the 
final scale consisted of five factors with 24 indicators, and the reliability and validity 
of the scale were further confirmed. Thus, 7 items were dropped: item 5, 18, 22, 23, 29, 
30 and 31.
Also, in this chapter, the relationship among motivations and other elements, 
such as the FNS, the FIS, and demographics was identified. As a result, gender varied 
in regard to ‘cultural experience’ and ‘interpersonal relationship’, whilst ‘interpersonal 
relationship’ differed with age groups. The correlation analysis showed no relationship 
among motivational factors, the FNS, and FIS.
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CHAPTER EIGHT
VIII. DISCUSSION AND CONCLUSION
8.1. LINKS BETWEEN STUDY AIMS AND THE 
FINDINGS
Given the scarcity of research on the consumption of local food and beverages 
at a tourist destination, the main aim o f the present research was to gain a deeper 
insight into motivations to consume local food and beverages in tourist destinations 
and to generalise outcomes from tourist motivations to experience local food and 
beverages in tourist destinations.
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The objectives of the current research were:
i. To critically evaluate overall tourist experiences of local food at a tourist 
destination;
ii. To identify tourist motivations connected with consumption o f local food;
ill. To determine the factors influencing the consumption o f local food at a tourist
destination;
iv. To critically examine the relationship among the factors identified in the 
current research; and
V. Finally to build a model in relation to consumption o f local food at a tourist 
destination.
To achieve the objectives of the current research, this study used both 
qualitative interviews and quantitative surveys. The qualitative study focused on the 
depth and richness of interview data to conceptualise tourist motivations regarding 
local food and beverages, and this research adopted individual semi-structured face to 
face interviews. This interview not only found the motivations influencing local food 
consumption, based on the empirical context o f local food experiences in a tourist 
destination, but also suggested a conceptual model of local food consumption. In the 
main survey, the questionnaire was distributed to verify dimensionality, reliability, and 
validity o f the measurement in different destinations, using convenience sampling: 
South Korea, Spain, and the U.K. The finding showed the inflecnees on local food 
consumption in tourist destinations: motivational foactors (cultural experience, 
interpersonal relationship, excitement, sensory appeal, and health concern); food- 
related personality (food neophobia and food involvement), and domegarhpie 
variables (gender, age, and income) and their relationship.
More specifically, objective i) was attained through the qualitative phase. The 
result of the interviews provided conceptual features influencing local food 
consumption in tourist destinations (9 motivational factors; 2 food-related personality
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traits; and 3 demographic variables.). This study also achieved objectives ii) using the 
method o f scale development, including both qualitative and quantitative processes. 
The results revealed five factors with 24 indicators for consumption of local food in a 
tourist destination: ‘cultural experience’, ‘interpersonal relationship’, ‘excitement’, 
‘sensory appeal’, and ‘health concern’, and this result derived from overall data, 
Korean data, Spanish data, and British data. Objective iii) and iv) were reached 
through statistical methods, which were used to investigate the factors influencing 
local food consumption and their relationship among these factors found in the main 
study. The finding showed three influential factors (motivations; food-related 
personality traits; and demographic variables). Also this result gave evidence that 
demographic variables are partly involved in motivational factors, and significant 
differences in the TNG were associated with demographic factors. Finally, objective v) 
was achieved, combining the results o f both qualitative and quantitative studies with 
extant literature and new information suggested in this research. Overall, the findings 
identified three major features prompting tourists to experience local food on trips and 
holidays: 1) motivational factors (cultural experience, interpersonal relationship, 
excitement, sensory appeal, and health concern); 2) demographic factors (gender, age, 
and income); and 3) food-related personality traits (food involvement and food 
neophobia).
8.2. DISCUSSION
8.2.1 Food-related personality traits
Based on the literature review, the current research assumed the important role 
o f food-related personality traits on local food experience at a tourist destination. The 
finding of the main survey identified food-related personality traits as a key element 
prompting tourists to experience local food on trips and holidays.
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8.2.1.1 Food neophobia and food involvement
Food neophobia and food involvement are recognised as a means to predict 
willingness to try local food and beverages, through the result of the interviews. 
Several participants indicated their own personality related to positive attitudes 
towards local food and beverages and their food preference, while, other participants 
noted their tendency of food neophobia during the interview. Thus, it was considered 
that tourists exhibiting neophobia may be reluctant to try novel foods, while, others 
exhibiting neophilia, which is tendency to seek to experience something new, would 
be open to new experiences.
From this point of view, the main survey empirically investigated tourist’s 
food-related personality traits and their local food experience. As a result, a majority 
o f respondents, who had tasted local food during their holiday, were found to belong 
'to the low or medium food neophobia group (FNG), suggesting that tourists who had 
tried local food at the destination have a tendency o f neophilia. The FNS showed that a 
large proportion of the samples collected in three countries belonged to the low FNG 
(56.1% in South Korea; 39.4% in Spain; and 27.1% in the U.K) and the medium FNG 
(40.5% in South Korea; 47.2% in Spain; and 54.2% in the U.K), whilst only a few 
were in the high FNG (3.3% in South Korea; 13.4% in Spain; and 18.2% in the U.K). 
Also, the finding revealed that a large proportion o f participants were in the high food 
involvement group (FIG): the high FIG (68.0% in South Korea; 72.0% in Spain; and
71.2% in the U.K), the medium FIG (18.2% in South Korea; 20.3% in Spain; and
17.4% in the U.K); and the low FIG (13.8% in South Korea; 7.7% in Spain; and
11.4% in the U.K). In addition, this research examined the relationship among the
FNS, FIS, and future intention to re-taste local foods and recommend others. The 
finding showed a negative correlation between the FNS and ‘future intention’ (-0.35) 
and a positive correlation between the FIS and ‘future intention’ (0.38) as expected.
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Taking into account the finding, it can be argued that travellers, who had eaten 
local foods in their destination, had neophilie tendencies and are highly-involved in 
food. The result o f this research can be supported by the assertion o f the previous 
literature (Kim et al., 2010), suggesting that travellers, who had tried local food and 
beverages, have a tendency towards low food neophobia and are more highly involved 
with food experiences. Also, according to Cohen and Avieli (2004), since eating foods 
involves actual bodily involvement with the intake of food and beverages, tourists’ 
food-related personality traits, such as food neophobia and food involvement, are seen 
as a crucial factor influencing local food experiences at destinations. Previous studies 
have stated that food-related personality traits can be used to predict the willingness to 
try novel or unfamiliar local foods in a tourist destination (e.g., Cohen and Avieli, 
2004; Hjalager, 2003; Kim et al., 2009; Kim et al., 2010). Their argument is supported 
by the finding of the current research, suggesting that future intentions are influenced 
by food-related personality traits o f food neophobia and food involvement.
8.2.1.2 Food-related personality traits and food experience
With regard to food neophobia, the present research reported that those people 
who had a tendency toward food neophobia (the high FNG) had tried on average 2.7 
Korean food items, 2.8 Spanish food items, and 3.3 British food items during a holiday 
in each destination. While, others having neophilie tendencies (the low FNG) had 
eaten 4.7 Korean foods, 3.5 Spanish foods, and 3.5 British foods. In addition, this 
study showed a significant difference among FNGs within the number of local foods 
respondents had tasted.
In this perspective, this study showed that participants in the low FNG were 
more willing to try a relatively unfamiliar food, whereas those in the high FNG were 
less willing to try unfamiliar food. The results of this study are generally consistent 
with those of past research (e.g., Arvola et al., 1999; MeFarlane and Pliner, 1997; 
Pelchat and Pliner, 1995; Raudenbush and Frank, 1999; Ritchey et al., 2003; Tuorila et 
al., 1998; Tuorila et al., 2001; Tuorila et al., 1994). In terms of food familiarity, these
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studies have pointed out that food neophobia positively correlated with fear and 
anxiety measures, and this negatively correlated with foreign food familiarity. In 
addition, Pliner and Hobden (1992) identified that the neophobie tendency can 
decrease willingness to try new foods, and Tuorila et al. (1994) showed that food 
neophilics are associated with the possession o f a different taste physiology, which 
enables them to experience food with more pleasure. Similarly, Raudenbush and Frank 
(1999) reported that the negative attitude of neophobic people towards novel products 
has an effect on their acceptance and their intention to purchase these novel foods.
In terms o f food involvement, participants who were highly-involved in food 
(the high FIG) had tried 4.6 Korean food items, 3.2 Spanish food items, and 3.3 British 
food items, while those who were low-involved in food (the low FIG) had eaten 3.9 
Korean foods, 2.7 Spanish foods, and 3.3 British foods. The result showed that food 
involvement can increase or decrease willingness to taste foreign foods. For example, 
in the case o f Korean local foods being unfamiliar, respondents in the low FIG had 
only tasted 2.7 dishes, whilst, tourists, who highly-involved in food had eaten 4.6 
dishes.
Although a statistical difference between food involvement and local food 
experience was not found, this finding suggested practical significance between them. 
The result of this study coincides with the findings of past studies (Bell and Marshall, 
2003; Chen, 2007). Chen (2007) found that the food involvement had not only 
significant effects on the relationships between some of the food choice motives and 
the consumer’s attitude to food choice, but also an effect with the consumer’s 
intentions to purchase foods. Thus, Bell and Marshall (2003) suggested that food 
involvement can be an important mediator to consider when undertaking food research 
regarding food choice and preference.
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8.2.2 Motivational factors
Following the seale development procedure, the current research developed 
and tested a measurement scale for motivational faetors influencing consumption of 
local food in a tourist destination. The earlier stage o f this study argued that the most 
influential motivational factors affecting local food experience would be related to 
some tourism motivations and food choice. Based on the literature review, thus, this 
research set up nominated motivational factors, such as ‘exciting and thrilling’ (e.g., 
Otis, 1984; Rust and Oliver, 2000; Sparks et al., 2003); ‘escape from routine’ (e.g., 
Davidson, 2002; Fields, 2002; Passariello, 1983); ‘sensory appeal’ (e.g., Boniface, 
2001; Dann and Jacobsen, 2002; Furst et al., 1996; Kivela and Crotts, 2006); ‘health 
concern’ (e.g., Glanz et al., 1998; Lockie et al., 2004; Mooney and Walbourn, 2001; 
Sparks et al., 2003); ‘cultural experience’ (e.g., Chhabra et al., 2003; Fields, 2002; 
Getz, 2000; McIntosh et al., 1995; Ritzer and Liska, 1997); ‘togetherness’ (e.g.. Fields, 
2002; Ignatov and Smith, 2006; Warde and Martens, 2000); and ‘prestige’ (e.g.. Fields, 
2002; Fodness, 1994; Hall and Winchester, 2001; Pollard et al., 2002). However, 
during the research procedure, some constructs were added, removed, divided, or 
combined.
The scale development process started with a definition of the constructs and 
identification o f items, leading to 37 items, based on the literature review and 20 
personal interviews. The pilot survey confirmed a valid and reliable 31-item scale, 
grouped into seven motivational dimensions: ‘cultural experience’; ‘excitement’; 
‘sensory appeal’; ‘health concern’; ‘prestige’; ‘togetherness’; and ‘physical 
environment (different environment). Two subsequent factor analyses (the EFA and 
CFA) on the main data set confirmed the dimensional distinctiveness of the scale and 
its dimensional stability. The EFA revealed 26 individual items grouped into five 
dimensions, relating to motivations to taste local food at a destination. Subsequent 
CFA was undertaken to confirm the dimensional distinetiveness found in the EFA. 
CFA demonstrated that the final scale consisted of five factors with 24 indicators, and 
the reliability and validity of the scale were further tested. To confirm the reliability of
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the five factors, Cronbach reliability score for each factor were provided. All 
reliability scores were deemed acceptable, suggesting that each indicator measures 
reliably their respective constructs. Construct and criterion-related validity was also 
established for all five constructs.
This research developed a reliable and valid five-factor seale for motivational 
factors influencing consumption of local food in a tourist destination, derived from 
overall data, Korean, Spanish, and British data. The final measurement seale consists 
of five interrelated unique dimensions o f motivations: ‘cultural experience’, 
‘interpersonal relationship’, ‘excitement’, ‘sensory appeal’, and ‘health concern’. 
Similar results were shown for overall data (n=751), Korean data (n=269), Spanish 
data (n=246), and U.K data (n=236).
Table 8.1 presents the measurement scale of motivations influencing 
consumption of local food on holidays and trips that has been established through the 
process o f the present research.
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T a b le  8 .1 F in a l m ea su rem en t o f  m o tiv a tio n s  in flu en c in g  co n su m p tio n  o f  lo ca l food
Dimensions Items
Cultural
experience
Experiencing local food gives me an opportunity to increase my knowledge 
about different cultures
Experiencing local food helps me see how other people live
Experiencing local food makes me see the things that I don’t normally see
Experiencing local food enables me to leam what this local food tastes like
Experiencing local food allows me discover something new
Tasting local food in an original place is an authentic experience
Tasting local food served by local people in its original place offers a unique 
opportunity to understand local cultures
Tasting local food in its traditional setting is a special experience
Interpersonal
relationship
Sensory appeal It is important to me that the local food I eat on holiday smells nice
It is important to me that the local food I eat on holiday looks nice
It is important to me that the local food I eat on holiday tastes good
The taste o f local food in its original countries is different to the taste o f same
food in own my country
Tasting local food enables me to have an enjoyable time with friends and/or 
family
Having local food increases friendship or kinship 
I like to talk to everybody about my local food experiences 
I want to give advice about local food experiences to people who want to travel 
Excitement When tasting local food I have an expectation that it is exciting 
Experience o f local food in its original place makes me excited 
Tasting local food makes me feel exhilarated 
Tasting local food on holiday helps me to relax 
Tasting local food on holiday makes me not worry about routine 
Health concern Local food contains a lot of fresh ingredients produced in a local area 
Tasting local food keeps me healthy 
Local food is nutritious
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8.2.2.1 Cultural experience
After examining the factor structure, ‘cultural experience’ contained 8 items: 
‘experiencing local food helps me see how other people live’; ‘experiencing local food 
makes me see the things that I don’t normally see’; ‘experiencing local food enables 
me to learn what this local food tastes like’; ‘experiencing local food allows me 
discover something new’; ‘tasting local food in an original place is an authentic 
experience’; ‘tasting local food served by local people in its original place offers a 
unique opportunity to understand local cultures’; and ‘tasting local food in its 
traditional setting is a special experience’. As the result of the EFA (n=751), 
Cronbach reliability score was 0.95, the highest among identified factors. The mean 
scores of each item in this factor ranged from 5.46 to 6.13, and the calculated mean 
score for ‘cultural experience’ was also the highest (m=5.88) among dimensions found 
in the study. It may be interpreted that ‘cultural experience’ of local food is the most 
central factor in tourist food motivations.
Interestingly, even though the finding of the interviews showed that ‘cultural 
experience’ could be divided into ‘gaining knowledge’ and ‘authentic experience’, in 
the main survey, items relating to ‘gaining knowledge’ and ‘authentic experience’, 
were grouped in ‘cultural experience’. However, this is not considered to be a problem. 
This is because similar results was emerged from the pilot study, and existing 
literature has indicated that ‘cultural experience’ at a tourist destination can include 
‘gaining knowledge’ such as learn history and understand different countries, and 
‘authentic experience’, such as explore authentic cultures and experience o f unique 
cultures (e.g., Chhabra et al., 2003; McIntosh et al., 1995; Poria et al., 2004). For 
instance, Hjalager and Corigliano (2000) pointed out that during holidays and trips, 
eating a particular dish and drinking a local beverage means sharing the local food 
culture, and Getz (2000) stated that local food experience can include the chance to 
learn local wine culture, such as table manners and how to eat and drink as local 
people do. To summarise, this finding is consistent with past research (e.g., Chhabra et
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al., 2003; Crompton and McKay, 1997; Getz, 2000; Hjalager and Corigliano, 2000; 
McIntosh et al., 1995; Poria et al., 2004) in that tasting local food at a tourist 
destination can be seen as experiencing a different cultural tradition.
8.2.2.2 Sensory appeal
Two subsequent factor analyses (EFA and CFA) revealed that ‘sensory appeal’ 
consisted o f 4 items: ‘it is important to me that the local food I eat on holiday smells 
nice’; ‘it is important to me that the local food I eat on holiday looks nice’; ‘it is 
important to me that the local food I eat on holiday tastes good’; and ‘the taste o f local 
food in its original countries is different to the taste o f same food in own my country’. 
Cronbach reliability score of this factor was 0.95, the highest with ‘cultural 
experience’ among identified factors. The mean score was calculated by averaging the 
individual iterns scores under ‘sensory appeal’, and it was 5.44, ranked second among 
the five dimensions identified (n=751).
Indeed, this study showed no significant result by destinations, but this was 
showed equally second important factor. ‘Sensory appeal’ has been considered as a 
basicjeterminant p f^  choice in that people pay attention to sensory characteristics 
in search for new food experiences (e.g., Chen, 2007; Eertmans et al., 2005; Pollard et
aL 1998; Steptoe and Pollard, 1995; Steptoe and Wardle, 1999). The current study 
included the importance of ‘sensory appeal’ in local food consumption at tourist 
destinations. The result of this study is supported by prior research (e.g., Boniface, 
2001, 2003; Classen et al., 1994; Dann and Jacobsen, 2002, 2003; Furst et al., 1996; 
Kivela and Crotts, 2006; Son and Pearce, 2005). Several studies have suggested that a 
traveller’s need to experience novelty or diversity should be associated with sensation 
seeking or sensory pleasure through touch, smell, taste or sight experiences (Boniface, 
2001, 2003; Classen et al., 1994; Dann and Jacobsen, 2002, 2003; Son and Pearce, 
2005). Kivela and Crotts (2006) further added that tasting local food during travel can 
be a pleasurable sensory experience. Thus, this study provided that sensory pleasure
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can be regarded as a central criterion for consumption o f local food and beverages in a 
tourist’ destination.
8.2.2.3 Interpersonal relationship
This research identified ‘interpersonal relationship’ as a key motivational 
factor through the seale development process from both the qualitative and 
quantitative methods. Indeed, this motivational construct was created by combining 
the nominated factors, ‘togetherness’ and ‘prestige’. The result o f the main study 
showed that ‘interpersonal relationship’ included 4 items: ‘tasting local food enables 
me to have an enjoyable time with friends and/or family’; ‘having local food increases 
friendship or kinship’; ‘I like to talk to everybody about my local food experiences’; 
and ‘I want to give advice about local food experiences to people who want to travel’. 
Cronbach reliability score was 0.93, and the mean score for ‘interpersonal 
relationship’ was 5.33 (n=751). This finding showed that ‘interpersonal relationship’ is 
an outstanding motivator in local food consumption during holidays. Also, this result 
showed that participants may believe that ‘togetherness’ and ‘prestige’ can be included 
in ‘interpersonal relationship’ in a broad sense. That is, this motivation can widely 
contain items, meaning socialisation, family togetherness, and the notion o f self- 
expression to others; hence, ‘interpersonal relationship’ can be broadly seen as 
reciprocal, social and emotional interactions between people in this study.
This proposition is supported by past literature (e.g.. Fields, 2002; Fodness, 
1994; Formica and Uysal, 1996; Hall and Winchester, 2001; Ignatov and Smith, 2006; 
Pollard et al., 2002; Warde and Martens, 2000). Previous studies have indicated that 
‘interpersonal relationship’ can be regarded as a desire to spend time with family 
and/or friends as well as'a heed to n^  ^ new people from beyond the normal circle o f 
acquaintance (Hallberg, 2003; Shim et al., 2005). They added that these interpersonal 
relationships can be realised through travel, and given the nature of tourism as places 
where many people with a common interest are gathered together, interpersonal 
relationship is a outstanding motivator in the field o f tourism (e.g.. Fields, 2002;
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Ignatov and Smith, 2006; Warde and Martens, 2000). With respeet to a food 
experience, Mennell et al. (1992) suggested that eating together build personal 
relationships, develop functional relationships between ^ ..individuals, „ and maintain
desired forms o f social integration. Similarly, Ignatov and Smith (2006) pointed out 
that spending time with family and friends is the crucial motivation to choose food 
attractions, ‘Prestige’ may be considered a demonstration of competence in personal 
choice acquired through socialisation (Jans, 2004; Sinclair, 2004). Thus, prestige or 
self-expression succeeded or failed through specific intervention and forms of 
communication. From this point of view. Mill and Morrison (2006) argued that people 
may have hidden motivations for travelling, in that they want to impress their 
neighbours or work colleagues by talking about their travel experiences. That is, 
Pollard et al. (2002) showed that ordering special foods, such as a vegetarian meal or 
eating exotic cuisine at a trendy restaurant can be interpreted as a social symbol o f the 
individual’s social status. During holidays and trips, eating food allows tourists to be 
differehtiated from others and share their preference or taste with people in 
destinations, taking into account social and emotional mieraetions between people 
(Fields, 2002). To sum up, the current research concluded that tasting local food is not 
*m ily^opportunity to meet and communicate with their family and other people but 
also plays a role in ego-enhaneement or self-satisfaction.
8.2.2.4 Excitement
This construct was set up as a combination of ‘exciting and thrilling’ and 
‘escape from routine’. The result of the EFA showed that ‘excitement’ consisted o f 7 
items. However, after the CFA, 2 items were dropped because o f lower standardised 
loading, such that this factor finally pertained to 5 items: ‘when tasting local food I 
have an expectation that it is exciting’; experience o f local food in its original place 
makes me excited’; ‘tasting local food makes me feel exhilarated’; ‘tasting local food 
on holiday helps me to relax’; and ‘tasting local food on holiday makes me not worry 
about routine’. Cronbach reliability score was 0.89, and the mean score, calculated by
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averaging the individual items scores was 5.12 (n=751), ranked fourth. This result also 
revealed that ‘excitement’ can be a key motivator in local food experience.
‘Excitement’ included items relating to ‘exciting and thrilling’ and ‘escape 
from routine’. The result o f the pilot study showed that those motivations prompting 
tourists to experience local food on holidays can be grouped in the same factor, and 
then the similar finding was also found in the main survey. This result, showing two 
motivations in the same dimension is supported by Mayo and Jarvis (1981), who 
suggested that two concepts (‘exciting’ and ‘escape from routine’) can be widely seen 
as a similar psychological outcome. According to^jsp=Ahola 119821 ^ ^ r i s t  
motivations are influenced by both a process o f escaping personal and seeking 
personal rewards, that is, tourists do not just have an escape attitude towards taking a 
holiday, they also seek new experiences. Also, Mansfeld (1992) suggested that the 
travel motivation comes from looking outside for what individual cannot find inside 
such needs have been largely created by society and shaped by routine. Thus, people 
living in cities are motivated to travel as tourists to wilderness areas because they need 
to experience something new, visit an unknown place or escape from an artificial and 
monotonous environment. This proposition is supported by past literature (e.g.. Fields, 
2002; Hjalager, 2003; Lupton, 1996; Oliver 1997; Otis, 1984; Rust and Oliver, 2000; 
Sparks et al., 2003). According to Otis (1984), trying new foods reflects a general 
preference for engaging in exciting kinds o f activities. A need to taste foreign food or , 
regional beverages may come from excitement and thrilling (Lupton, 1996; Oliver
1997; Rust and Oliver, 2000), and an opportunity to try something new as a exciting
experience is a key reason for eating out during holidays (Sparks et al., 2003). Also in 
relation to ‘escape from routine’. Fields (2002) approached food as an inversion o f 
everyday reality, and Hjalager (2003) suggested that tourists who seek to escape from
their regular eating habits, such as routine dining, food shopping, and preparing a dish 
can be recognised as ‘gastronomy tourists’. Sparks et al. (2003) also pointed out that 
exciting experience is one of key reasons for eating out during holidays. Therefore, in 
this research eating local food that tourists have not eaten before can be seen as
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exciting and experiencing something different from everyday life included in 
‘excitement’.
8.2.2.S Health eoneem
From the result o f the main survey (n=751), ‘health eoneem’ constituted 3 
items: ‘local food contains a lot o f fresh ingredients produced in a local area’; ‘tasting 
local food keeps me healthy’; and ‘local food is nutritious’. Cronbach reliability score 
of this factor was 0.91. The mean scores of each item in this factor ranged from 4.46 to 
4.78, and the mean score was calculated by averaging the individual items scores 
under this motivational factor (m=4.63). Although ‘health concern’ was the least 
important factor in this study, this motivation has been a basic element in food choice.
The finding o f this study is consistent with past studies (e.g., Cowan and 
Devine, 2008; Glanz et al., 1998; Lockie et al., 2004; Mooney and Walbourn, 2001; 
Sparks et al., 2003). Although ‘health concern’ has been found to be an important 
influencing factor for food acceptance in the context o f food research (e.g., Cowan and 
Devine, 2008; Glanz et al., 1998; Mooney and Walbourn, 2001; Sobal and Nelson, 
2003), this concept is now a rising issue in tourism research. A few researchers have 
mentioned travelling from the tourists’ place o f residence for health reasons (Cornell, 
2006; Sayilia et al., 2007). They suggested that ‘health concern’ is regarded as a major 
motivation with increasing well being and health. Furthermore, Cornell (2006) 
suggested that tourists who are interested in health problems may not necessarily be 
hedonists, but may anticipate a beneficial outcome for their mental and physical body. 
This concern has also been dealt with as a key factor determining food consumption in 
food research. Glanz et al. (1998) demonstrated that the most important factor in food 
consumption is healthy lifestyle orientation, and consumers considered the importance 
of taste, nutrition, cost, convenience, and weight control for their health. Mooney and 
Walbourn (2001) also revealed that people avoiding certain foods tended to worry
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about weight, health and unnatural ingredients. Thus, the present study identified that 
that eating local foods can motivated thrpugh increasing tourists’ well being and health.
8.2.3 Relationships amongst key factors
The interviews identified that the three key themes influencing local food 
consumption in a tourist destination were motivational faetors, demographic variables, 
and food-related personality traits (see Figure 5.1). However, at this stage, 
relationships among motivational faetors, demographic variables, and food-related 
personality traits were not investigated. Therefore, in the main survey, their 
relationships were empirically tested.
The current research used analysis to investigate differences between food- 
related personality traits (food neophobia and food involvement) and demographic 
variables (gender, age, education level, and annual income). In FNGs, significant 
differences of gender (%^=6.64, P=.04), age (%^=265.66, P=.00) and income (%^=27.77, 
P=.00). In term o f gender, more male respondents than female were in the high FNG. 
Although Pliner and Hobden (1992) found no gender effect on food neophobia, 
subsequent researchers have identified its significant relationship (e.g., Tuorila et al., 
1998; Tuorila, et al. 2001). For example, Lindeman and Vaananen (2000) showed the 
effect of age and gender on food choice motives, regarding food neophobia. From this 
point of view, this finding is consistent with the results o f previous works, such as 
Tuorila et al. (2001), pointing out that men were slightly more neophobie than women. 
The finding of this research showed that 81.0% of respondents, belonging to the high 
FNG were over 55 age groups. This can be also supported by past literature (e.g., 
Henriques et al., 2009; Tuorila et al., 1998; Tuorila, et al. 2001). Tuorila et al. (1998) 
showed that there is high food neophobia among the elderly, and Tuorila, et al (2001) 
reported that older people are more neophobie than younger. Henriques et al. (2009) 
also pointed out that there are more neophobies than neophilics in the over 55 age
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category. Moreover, this study indentified a signifieant difference in food neophobia 
between income groups: FNGs varied in regard to income (%^=27.77, P=.00). Indeed, 
an examination o f the relationship between them has rarely been reported. However, 
this finding showed that a large proportion o f respondents earned over £25,000 was in 
the low or medium FNG. It can be interpreted that this results seems to be related to 
the tourism characteristic that rising income levels have driven tourism activity 
including local food experiences (e.g., Cloke and Perkins, 1998; Douglas and Derrett, 
2001; Franklin and Crang, 2001; Shackleford, 1987).
The finding of the main survey revealed the relationship between demographic 
profile and motivational constructs found in the research using independent samples t- 
test and one-way ANOVA. As a result, the difference o f gender and age amongst 
motivational dimensions was identified. Gender varied in regard to ‘cultural 
experience’ (t=2.09, P=.03) and ‘interpersonal relationship’ (t=-2.18, P=.03). In 
particular, males were more interested in ‘cultural experience’. The mean value of 
females was significantly higher than that of males in terms o f ‘interpersonal 
relationship’. These findings coincide with past studies of Campbell (1994) suggesting 
that male tourists are interested in different or special cultures and Zhang et al. (2008), 
mentioning that the degree o f the females’ travel motivations can be affected by their 
family and friends. Age groups varied in regard to ‘interpersonal relationship’ (F=5.63, 
P=.00), and the differences between under 25 age group and 35-44 age group and 
between under 25 age group and over 55 age group were significant. This finding also 
supports the argument of Ryan and Kinder (1996) that a social relationship need is a 
key motivation for young people who travel.
However, the result o f the correlation found no relationship amongst 
motivational faetors, the FNS, and FIS.
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8.3 PROPOSED MODEL AND CONCLUSIONS
8.3.1 A model of influential factors related to consumption of local 
food
Combining the results of both qualitative and quantitative studies with extant 
literature and new information suggested in this research led to the development o f a 
revised model o f local food consumption in a tourist destination (see Figure 8.1). 
Overall, the findings identified three major features, prompting tourists to experience 
local food on trips and holidays: 1) motivational factors (i.e., ‘cultural experience’, 
‘interpersonal relationship’, ‘excitement’, ‘sensory appeal’, and ‘health concern’); 2) 
demographic faetors (i.e., gender, age, and income); and 3) food-related personality 
traits (i.e., food involvement and food neophobia).
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Figure 8.1 A model of influential factors for local food consumption
Consumption of 
local food in a 
destination
Demosraphic factors
•  Gender
• Age
• Income ,
Food-related 
personality traits
•  Food neophobia
• Food involvement
• Cultural experience
• Interpersonal relationship
• Excitement
• Sensory appeal
• Health concern
Motivational factors
 ^  Affecting local food consumption
 Partly relating
As seen in Figure 8.1., in comparison to with previous studies addressing 
models of the tourist experience of food, the model suggested in the current study 
possesses the key features of ‘motivations’, ‘demographics’, and ‘food-related 
personality’, and the relationships between each are supported by empirical evidence.
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Fields (2002) considered the motivational categories, physical, cultural, 
interpersonal, and status and prestige, as important approaches to discover the 
interplay between food and travel motivations. This study adopted the typology of 
motivators provided by McIntosh et al. (1995). Fields stated that food is a physical 
motivator as the act of eating is basically physical in nature, and food in tourism can 
be seen as a cultural motivator since the tourist can experience a culture when tasting 
new local food. In addition, food can serve as an interpersonal motivator since meals 
taken on holidays have a social function, and it might also serve as status and prestige 
categories because tourists can build their knowledge of the local food. Although this 
suggestion shows the importance o f tourist food choice motivators, it not only lacks 
empirical evidence but also was confined to identifying tourist food choice motives. 
This study empirically identified influential motivations for tourist food consumption. 
That is, in comparison with Fields’ argument, this study included ‘excitement’, 
‘sensory appeal’, and ‘health concern’ as physical motivators, ‘cultural experience’ as 
a cultural motivator, and ‘interpersonal relationship’ as an interpersonal motivator. 
Therefore, this study has empirically developed the theoretical argument o f Fields 
(2002).
In another study, Quan and Wang (2004) developed a model of food 
consumption on holidays and trips. According to their research, food may be 
consumed as: 1) a peak experience (main attraction) and 2) a supporting experience. 
Based on this approach to the tourist food experience, the authors suggested that 
awareness of the importance of food as a primary tourist activity implies opportunities 
for development of destination attractions, such as local themes for agro-tourism 
development, cultural tourism events, food as a sub-event within a mega-event, food 
festivals for destination identity, and food events as a source o f sustainable tourism. 
However, food consumption, suggested by Quan and Wang (2004), is considered a 
primary activity, an attraction, and a ‘peak’ experience, which can motivate tourists to 
travel and visit a particular destination. This model, therefore, is only applicable to the 
conceptual analysis o f the gastronomic tourist food experience rather than to an
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understanding of the local food experience of general tourists as is empirically shown 
in the current research. Additionally, in the current study, although food was not a 
peak experience but a supporting experience, general tourists indicated that it had been 
important in their overall enjoyment o f their holiday (mean=5.75).
Ryu and Jang (2006) also examined tourist experiences of local food at a 
destination, and they adopted the well-known model o f the Theory o f Reasoned 
Action (TRA) proposed by Ajzen and Fishbein (1980). They found that the model had 
a strong predictive ability o f tourist intentions to experience local cuisine. Similarly, 
Sparks (2007) identified that perceived control together with past attitude predicted 
intentions to take a holiday to a wine region, and wine and/or food involvement, 
normative influences, and wine expectancy-value contribute to the intention to take a 
holiday to a wine region. Although these models provide usefiil insights into consumer 
behavioural intentions, they focus only on identifying tourist behavioural intentions 
and do not demonstrate fundamental elements influencing local food consumption at a 
tourist destination. However, the model suggested in this study was developed to 
reflect the important role of local food in tourism, and this study provides primary 
factors affecting local food consumption at a tourist destination.
In comparison to the proposed model built as a result o f the interviews (Figure 
5.1), motivational factors were reduced from nine to five. That is, ‘cultural experience’ 
included ‘gaining knowledge’ and ‘authentic experience’, ‘interpersonal relationship’ 
pertained to ‘togetherness’ and ‘prestige’, and ‘excitement’ included ‘exciting 
experience’ and ‘escape from routine’. However, ‘physical environment’ was removed 
in the main study. Those motivational factors found in the study reflect not only the 
findings of both prior qualitative and quantitative studies but also prior studies on 
tourism and food research. All motivations are also supported by previous studies on 
general travel motivations (e.g., Chhabra et al., 2003; Davidson, 2002; Getz, 2000; 
Ignatov and Smith, 2006) and food choice motives (e.g., Furst et al., 1996; Glanz et al., 
1998; Khan et al., 1981; Lockie et al., 2004; Mooney and Walbourn, 2001). In other 
words, these motivational factors were developed through the investigation o f tourists’
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local food experiences and the synthesis of the literature on travel motivation and food 
choice.
When demographic factors are compared with a previous proposed model, 
gender and age remained important variables, affecting local food consumption. 
Annual income was also added as a key component o f demographic factors through 
the findings of the main survey. Steptoe et al. (1995} reported that food choice motives 
are associated with demographic characteristics, such as gender and age; and socio­
economic factors, including income. Although this study assumed that educational 
level is an important factor connected with motivations, there was no significant 
relationship between this demographic variable and motivations.
In food-related personality traits, food neophobia and food involvement were 
recognised to be critical features. The current research found that the majority of 
tourists who had eaten local food on their holidays had a neophilic tendency, described 
as a personality trait in relation to whether or not people enjoy trying new foods. 
Additionally, this study identified the relationship between their local food experience 
and food-related personality traits, such as food neophobia and food involvement, can 
increase or decrease the willingness to taste foreign local foods. Therefore, this 
research sustains the argument of Cohen and Avieli (2004), which indicated that food- 
related personality traits are considered to be a key element, since eating involves 
actual bodily involvement with the intake of food.
Furthermore, the relationship among key themes was not found in the 
qualitative study; however, the findings of the main survey empirically identified their 
relationships among key themes. As seen in Figure 8.1, this research finds that 
demographic variables (gender and age) are partly involved in motivational factors. 
This research shows significant differences in the FNG associated with gender, age 
and income; however, there was no difference in the overall FIG and demographic 
variables.
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8.3.2 Summary of conclusions
In conclusion, the proposed model identified three factors influencing local 
food consumption at a tourist destination and the relationship among these factors (i.e., 
motivations, food-related personality traits, and demographic variables). Among the 
motivational factors, ‘cultural experience’ was identified as having the highest 
importance, followed in order by ‘sensory appeal’, ‘interpersonal relationship’, 
‘excitement’, and ‘health concern’. In particular, males were more interested in 
‘cultural experience’, and females were more interested in ‘interpersonal relationship’ 
when they considered local food experience. Young tourists (under 25 years old) 
considered that ‘interpersonal relationship’ was a key factor affecting their local food 
consumption. Men were more neophobic than women, and there was high food 
neophobia among the elderly. Also, tourists with a higher income had food neophobic 
tendencies. Also, no significant relationship between food-related personality traits 
(food neophobic and food involvement) and motivational factors was found, however, 
food neophobic was an important influence on local food experiences in a tourist 
destination.
8.4. CONTRIBUTIONS AND IMPLICATIONS
The present research developed a reliable and valid measurement scale for 
motivations affecting local food and beverages consumed in a tourist destination, and 
suggested a model of identifying influential themes prompting tourists to experience 
local food and their relationships. Therefore, the results o f the many analyses 
conducted in this research provide not only several conceptual and theoretical 
contributions but also practical and managerial implications for organisers, managers 
and/or marketers in the fields of tourism and food industry.
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8.4.1 Theoretical contributions
In general, a primary contribution o f the current research is that it adds to a 
growing body o f literature on tourism and food, by establishing representative themes 
o f tourists’ consumption o f local food and beverages in tourist destinations. This study 
integrated the two bodies of travel motivations and food choice research, which has 
also been little studied. Cohen and Avieli (2004) emphasised that food-related 
personality traits can be a crucial determinant when conducting research on food 
habits and food intakes in tourism. But, subsequent studies in the context of tourism 
have not found new empirical proof, supporting this agenda. From this point o f view, 
this study empirically found that food neophobia and food involvement are key food- 
related personality traits in local food experience in tourism. The study therefore 
applied the theory o f food research (e.g.. Bell and Marshall; 2003; Pliner and Hobden, 
1992) to fields of tourism research. Furthermore, in the early stage, this study 
attempted to identify nominated factors influencing local food experience, by 
combining literature on tourism and food research areas, and these were theoretically 
and empirically supported by both food and tourism research areas (e.g., Boniface, 
2001; Crompton and Love, 1995; Dann and Jacobsen, 2002; Chhabra et al., 2003; 
Davidson, 2002; Fields, 2002; Fodness, 1994; Glanz et al., 1998; Hall and Winchester, 
2001; Otis, 1984; Lockie et al., 2004; Rust and Oliver, 2000; Sparks et al., 2003; 
Warde and Martens, 2000). Therefore, the present research not only suggests key 
features influencing tourists to taste local food and beverages in their holidays and 
trips, derived from empirical evidence and existing research on travel motivations and 
food consumption but also provides an example to be further examined in future 
research in combined research fields.
Although the importance o f tourists’ motivations to taste local food in a 
destination has begun to form an academic debate in the last decade, existing studies 
investigating motivations to taste local food are at an early stage and as such, are still 
establishing their basic tenets. For instance. Fields (2002) argued key motivator, such 
as physical motivator, cultural motivator, interpersonal motivator, and status motivator
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to experience local food, however, this argument seemed to be not only theoretically 
limited within the context o f existing literature but also it did not provide any 
empirical evidence. However, the current study supported theoretical argument for 
motives to taste local food in tourism, and those motivational factors were empirically 
tested using both qualitative and quantitative methods. More specifically, in 
comparison to Fields’ argument, this study found ‘excitement’, ‘sensory appeal’, and 
‘health concern’ included in ‘physical motivator’, ‘cultural experience’ linked to 
‘cultural motivator’, and ‘interpersonal relationship’ connected with ‘interpersonal 
motivator’. This can be interpreted that this study empirically developed the 
theoretical argument o f Fields (2002). In past studies, another application of 
quantitative approaches by posing close-ended questions (Ryu and Jang, 2006; Sparks, 
2007) may deprive respondents o f the opportunity to express their motivations to 
consume local food and beverages. In addition, their studies were focused only on 
indentifying tourist behavioural intentions and have not demonstrated fundamental 
motivations influencing local food consumption in a tourist destination. But, the 
present research showed investigation of primary motivations influencing local food 
consumption in a tourist destination. That is, this study demonstrated that the 
motivational measurement consisting reliable and valid five factors with 24 indicators 
through both qualitative and quantitative methods: ‘cultural experience’, ‘interpersonal 
relationship’, ‘excitement’, ‘sensory appeal’, and ‘health concern’. This finding was 
based on the results of empirical surveys and supported by previous research. In 
response to this process, the current research is seen as representing one of the first 
efforts to propose motivational factors prompting tourists to experience local food in 
tourist destinations. Moreover, this research lays a theoretical foundation for further 
work on motivations for food experience in tourism, and future empirical research will 
benefit from the existence o f relevant construct definitions.
The methodological underpinnings of this research were based on both 
qualitative and quantitative approaches. By adopting both research methods, this study 
identified a deeper insight into motivations to consume local food. Through the 
findings of the qualitative survey, this study provides valid and reliable information
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for the next stage o f the quantitative survey. In this stage, data from a questionnaire 
was used to statistically validate motivational dimensions found in the qualitative 
phase for the evaluation of tourist motivations. In relation to this process, this research 
could overcome the weak points o f each method and obtains more accurate findings 
for the objectives o f this research, and the weaknesses o f one approach can be 
compensated for by the strengths of the other. Thus, future studies will benefit from 
the findings demonstrated in the current research notably the rigorous scale 
development process.
Some o f the study findings support previous investigations. In the research of 
Cohen and Avieli (2004) on the attraction and impediment of food and beverages in 
tourism, food-related personality traits and food familiarity are considered as an 
outstanding element, since eating involves actual bodily involvement with the intake 
of food and beverages, and unfamiliar food in tourist destination had an effect on their 
destination choice. Thus, this research postulated that food-related personality traits 
can be regarded as a key factor affecting local food experience, and it is necessary to 
examine the relationship between food familiarity and personality traits. This study 
considered the familiarity of local foods at the stage of research design, and the British 
respondents rated the familiarity of local foods designed to be unfamiliar (Korean 
foods), a little unfamiliar (Spanish foods) and familiar (British foods). As a result, 
respondents in the low FNG than other in the high FNG had eaten more local foods, 
and respondents in the high FIG than other in the low FIG had eaten more local foods. 
This result supported the work of Cohen and Avieli (2004) and showed that in general 
travellers having a tendency of neophobia and highly-involved in food may be to 
unwilling to try unfamiliar local food, while, tourists having a neophilic tendency may 
be willing to taste unfamiliar local food. Hence, the results will play a significant role 
in future research relating to the investigation o f the relationship between personality 
traits and tourists’ behaviours.
A model o f local food consumption in a tourist destination was developed. 
This model addresses three features affecting tourists’ consumption of local food and
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the relationships between them. The developed model shows three main categories of 
factors affecting local food experiences: motivational factors; demographic factors; 
and food-related personality traits. Motivational factors contain ‘cultural experience’, 
‘interpersonal relationship’, ‘excitement’, ‘sensory appeal’, and ‘health concern’, and 
demographic factors include ‘gender’, ‘age’, and ‘income’, and food-related 
personality traits consist o f ‘food neophobia’ and ‘food involvement’. Three themes 
were demonstrated by the literature review and the result o f this research. The model 
also explains the significant relationship among them. That is, findings shows 
significant relationships between food-related personality traits and demographic 
variables; and between demographic factors and motivational factors, but that there 
was no relationship between motivational factors and food-related personality traits. 
From this point of view, this research contributes to the existing body o f knowledge 
and understanding by providing a step forward in developing deeper empirical insights 
into local food experiences of travellers. Also, the study can serve as a starting point 
for more directed research needs of future tourism researchers on local food 
consumption.
8.4.2 Practical implications
In terms of the general practical and managerial implications of the present 
research, the study findings provide useful information for organisers and marketers of 
tourism and the food industries. In particular, for tourism organisers and marketers, an 
application o f the measurement scale can offer them with detailed information on 
methods of organising and setting up the marketing strategies for local food and 
beverages in tourism to meet the requirements of their ultimate customers.
This study identified important motivational factors: ‘cultural experience’, 
‘sensory appeal’, ‘interpersonal relationship’, ‘excitement’, and ‘health concern’. 
These motivations showed why tourists taste local food and beverages on their travels, 
and those are useful when marketers consider local food and beverages as a key
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attraction in tourism. More specifically, this study identified the importance of 
motivations linked to a physical aspect of local food experiences: ‘excitement’, 
‘sensory appeal’, and ‘health concern’. Thus, a marketing strategy should focus on this 
perspective.
With regard to ‘sensory appeal’, this motivational factor includes the 
importance of taste, smells and appearance of food. In other words, organisers and 
marketers should understand that consumption of local food can enrich tourist 
experiences by reinforcing a sense of unique regional identity and place. Hence, they 
should encourage cooks and chefs to develop the kitchen skills to produce better taste, 
smells and appearance of local foods. Also organisers and marketers should make an 
effort to emphasise the authenticity of local cuisine by appealing to the sense o f the 
traditional taste, smells and appearance of food. ‘Excitement’ is regarded as a key 
motivation. Thus, organisers and marketers could promote local food experiences as 
an opportunity to have some leisure, escape from their routine, and feel refreshed by 
the food experience. In addition, offering fresh locally grown foods which have not 
travelled great distances may satisfy the ‘health concern’ of the tourists. From this 
point of view, organisers and marketers should promote the consumption o f local food 
and beverages and locally grown products. Promoting regional cuisine is viewed 
within the tourism sectors as an important mechanism to generate demand for locally 
grown products by tourists, and this concern may be also associated with making 
profits for both tourism organisations and local food producers.
Organisers and marketers should spend more efforts on promoting cultural 
advantages in tasting local food and beverages. For example, it should be needed to 
announce that local food experiences from a different culture can enable tourists to 
learn about the cultural knowledge and experience unique authenticity of the area. 
Also, organisers and marketers should offer opportunities related to local food, such as 
taking traditional cookery classes and/or visiting local food museums, because 
tourists’ desires to learn about a different culture can be realised by experiencing such 
an opportunity related to local food. From the aspect of interpersonal motivator, this
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study showed that ‘interpersonal relationship’ including social interaction with other 
people, may be fulfilled in tourism by experiences when tourists become familiar with 
new tastes in the new cultures’ culinary offerings. Thus, organisers and marketers 
should emphasise that attending local food events and festivals offers a means for 
visitors to meet others local people who have a similar interest in local foods.
The findings o f this study also suggest that the food-related personality traits 
can be an influential factor. The results fi*om this study may be helpful for the 
continued development of local food and beverages as a tourist attraction and to make 
contributions to tourism and the expansion of food industry. It is therefore important 
for organisers and marketers to target tourists who are likely to try local cuisine. This 
concern should be considered when organising food-related events and festivals, 
because food neophilic and high food-involved tourists can be loyal and be likely to 
become repeat visitors. Moreover, organisers and marketers should emphasise the 
positive aspects o f food and beverages providing an authentic experience, health 
benefits or being an exciting experience to attract these people with higher food 
neophobia personality traits and low food-involved. At the same time, local restaurants 
should also make an effort to combine the provision of national cuisine and local foods 
for tourists with higher food neophobia tendency and low food-involved.
The current research showed the importance of the demographic variable. 
More specifically, this study significantly identified that males were more interested in 
‘cultural experience’, while females and/or young tourists were more interested in 
‘interpersonal relationship’ Thus, this information should be useful for organisers and 
marketers of the tourism and food industries. For example, they can consider male 
tourists as the key target for local food experience with appeal of food culture, and 
such as advertisement, showing that local food festivals and events is an opportunity to 
meet people, should be an appropriate marketing strategy, attracting females and 
young travellers to participant.
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8.5. LIMITATIONS AND FUTURE RESEARCH
The current research was an initial attempt not only to develop a measurement 
scale for motivations affecting local food and beverages in a tourist destination but 
also to build a model o f influential themes that prompt tourists to experience local 
food and their relationships. From this point of view, this research tried to examine 
those objectives in process o f data analysis, and then the study can make contributions 
to the understanding of tourists’ consumption of local food and beverages in a tourist 
destination. However, as expected in all research, several limitations were found and 
should be addressed to encourage more effective research in the future.
The primary limitation is its generalisabilty. While the main survey was 
conducted in South Korea, Spain, and the U.K., represents were all British. Therefore, 
the resultant measurement scale may be limited to the British tourists and their 
experience at three chosen destinations. Additionally, the relatively small number of 
local foods included in the study may also limit generalisabilty. Resereach with 
samples form other populations, and replications, would enable the conclusions to be 
be validated in other cultural group and give evidence of generalisabilty. Thus, further 
testing of the measurement developed in this study is needed in order to examine if  the 
scale is applicable to other regions and local food and beverages.
At the preliminary stage o f the study, interviews were conducted with people 
who had taken a holiday in the last 6 months and had experienced local food at their 
destinations. This thus can be only based on respondents’ recall o f past experiences 
and its appraisals. O f course, the current research performed main survey with tourists 
who were travelling and had eaten local food during present holiday to overcome this 
drawback. However, local food experience, based on participants’ remembrance may 
not reflect what actually happened. Additionally, it should be acknowledged that there 
is a lack of reliability associated with self-reporting of their local food experiences. 
Therefore, in future studies, therefore, in order to further strengthen the validity of 
responses, interviews could be undertaken with people, travelling and eating local
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food during their holidays and trips. Otherwise participants could be asked to write a 
detailed account o f their last visit to a destination, because this will aid respondents to 
recall their experience much more accurately.
This research attempted to cover all aspect of tourists’ motivations to consume 
local food and beverages by examining the literature and by conducting a broad range 
o f research. However, this study recognises that some aspects o f motivations to 
consume local food and beverages may have been overlooked. Therefore, in future 
research, researchers on tourist local food experience should reveal new information 
about motivations to consume local food at destinations by reviewing many kinds of 
research areas, such as tourism, hospitality, food, marketing, psychology, sociology, 
etc. Continued refinement o f the measurement scale proposed and supported in this 
study is certainly possible with further research. Moreover, such investigations and 
modifications could include the addition and/or deletion of items, or even a 
modification of the factor structure if  so indicated. These will have to be incorporated 
into the scale to ensure a valid measure of factors affecting consumption o f local food 
on holidays and trips on a continuing basis.
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APPENDIX
APPENDIX 1: PAPER-BASED QUESTIONNAIRE
D eaf Sir and Madam
Thank you for participating in this survey.
As part o f  a PhD  research, this survey tries to examine how  people choose food as 
a motivation for tourism.
The research wiU contribute to a PhD  thesis in School o f  M anagement at the 
University o f Surrey, UK.
All data or inform ation you provide will be treated as strictly confidential and wül 
be used only for academic purposes.
Thank you for devoting your time to completing this survey.
Yeong Gug Kim 
PhD student 
School o f Management 
. University o f Surrey 
E-mail: y.kim@surrey.ac.uk
Part 1 FOOD EXPERIENCE
* The definition o f food is here all local food & beverages, typical and traditional food & 
beverages.
** Before answering the questions, please think for a while about foods that you have 
experienced on your recent hoHday.
Q 1. Where did you go for your recent holiday?
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Q2. W hat kinds o f  local food did you see on your recent holiday?
Q3. In which places did you see local food? (e.g. festival, event, restaurant, etc.)
Q4. W ith w hom  did you go on holiday?
Q5. W hat food did you eat on your recent holiday?
Q6. Why did you choose to eat this local food on your holiday?
Q  7.2 W hat were some o f  the reasons you did no t eat this local food?
331
Q7. O f the local food you saw was there anything you chose N O T  to eat? 
Q  7.1 Please tell m e what it was?
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Q8. What was pleasurable about tasting local food on holiday?
Q9. What was N O T  pleasurable about tasting local food on holiday?
QIO. What words best describe your feelings when you tasted local food that you enjoyed 
on your holiday? (More than one word)
Q ll. What words best describe your feelings when you tasted local food that you did 
N O T  enjoy on your holiday? (More than one word)
Q12. What do you think are the advantages of tasting local food on holiday?
Q13. What do you think are the disadvantages of tasting local food on holiday?
Q14. Please add any other thought you have the importance of local food when you go 
on hoHday?
Y.G. KIM
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Part 2 PARTICIPANTES INFORMATION
Q l. Gender
Male Female
Q2. Marital status
Single Married
Q3. Age group
Under 24 25 to 34 35 to 44 45 to 44 55 and over
Q4. Education
U nder Secondary School (High School) Undergraduate degree
Postgraduate degree O ther
Q5. Occupation: ___________________ :_______________
Q 6 . Nationality: ______________________________ '
* * * T h a n k  y o u  f o r  y o u r  h e l p * * *
Y.G. KLM
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APPENDIX 2: INTERVIEW QUESTIONS
Step 1. Introduction
I am Yeong Gug Kim, and I am a PhD  student in University o f  Surrey. I am conducting 
interviews for my research project, which is to investigate travel motivations regarding 
local food and beverages choice. The research wiU contribute to a PhD  thesis in the 
School o f  Management at the University o f  Surrey, UK. Could you participant in this 
interview if  you don’t mind? It m ight take between 20-40 minutes o f  your time. Thank 
you.
I am going to ask about your local food experience during your last holiday. Before that, 
food and beverages m entioned here are all local and traditional food and beverages. A nd 
you could also teU me about your local beverages experience, including tea, coffee, local 
alcohols such as beer and wine on your holiday. A nd please think about local food that 
you had on your holiday for a while. Thank you.
Step 2. Interview Questions
Q l . W here did you go for your recent holiday?
Q2. W ith whom  did you go on holiday?
Q3. W hat kinds o f  local food did you eat on your recent holiday?
Q4. In  which places did you eat local food? (e.g. festival, event, restaurant, etc.)
Q5. Why did you choose to eat this local food on your holiday?
Q 6 . W hat was pleasurable about tasting local food on holiday?
Q7. W hat words best describe your feelings when you tasted local food that you enjoyed 
on your holiday? (More than one word)
The following question is used to elicit responses.
W hat did you mean ‘those’ that you mentioned? for example?
O r could you tell me m ore ab o u t...?
Q 8 . W hat do you think are the advantages o f  tasting local food on holiday?
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I f  interviewees provide less information, the following question is asked.
B e s id e s .w h a t  about other im portant elements?
O r could you tell m e m ore detail...?
Q9. O f  the local food you saw was there anything you chose NOT to eat?
Q  9.1 Please tell m e w hat it was?
Q  9.2 W hat were some o f  the reasons you did no t eat this local food?
QIO. W hat was NOT pleasurable about tasting local food on holiday?
Q l l .  W hat words best describe your feelings when you tasted local food that you NOT 
enjoy on your holiday? (More than one word)
The following question is used to elicit responses.
W hat did you mean ‘those’ that you mentioned? for example?
O r could you teU m e m ore ab o u t...?
Q12. W hat do you think are the disadvantages o f tasting local food on holiday?
I f  interviewees provide less information, the following question is asked.
Besides..., what about other im portant elements?
O r could you teU m e m ore detail...?
Q13. Please add any other thought you have the im portance o f  local food when you go 
on holiday?
Step 3. Participant’s Information
Q l. G ender?
Q2. Marital status ?
Q3. Age group ?
Under 24 25 to 34 35 to 44 45 to 54 55 and over
Q4. Education ?
Under Secondary School (High School)" Undergraduate degree
Postgraduate degree O ther
Q5. Occupation ?
Q 6 . Nationality ?
* * * T h a n k  y o u  f o r  y o u r  h e l p * * *
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APPENDIX 3: SAMPLE TRANSCRIPT (INTERVIEWS)
Respondent 01
Date: 11/04/08 
Gender: Female 
Marital status: Married 
Age: 25 to 34
Education: Postgraduate degree 
Occupation: house wife 
Nationality: Korea
Q. Where did you go for your recent holiday?
A. Barcelona, Spain
Q. With whom did you go on holiday?
A. I went with my husband
Q. What kinds of local food did you eat on your recent holiday?
A. Pallela
It is a kind of rice risotto, sea food risotto.
Q. In which places did you eat local food?
A. Restaurant
Q. Why did you choose to eat this local food on your holiday?
A. Because I have known that Pallela is famous food and one o f popular local food in 
Spain. Before go there, I searched information about Spain through guidebooks, and I 
heard something from my friends that you have to eat Pallela when you visit Spain as 
well. Also they strongly recommended that.
Q. What was pleasurable about tasting local food on holiday?
A. Did you say something when I eat Pallela there?
Um... I said before, it is a sea food risotto. We had black rice with a squid... There 
were much of seafood things, for example, a prawn and shellfish... something like that. 
But it was very salty than I thought, but it was ok, and I could have all o f them, 
because I like seafood... I mean a squid, prawn and shellfish. Anyway it was very 
exciting for me.
Q. What was exciting to you?
A. Thank about it. When you see or eat food that you want and wait for, you must be 
excited. Isn’t it?
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This food was very delicious, and it was one of good experiences during travelling 
there.
When thinking now about this food, I want to eat again. (Smile)
Q. What words best describe your feelings when you tasted local food that you 
enjoyed on your holiday? (More than one word)
A. W ell... Delicious, happy, satisfaction
Q. Could you explain the meaning o f those words that you said?
A. Um... ‘delicious’ means just ‘delicious’... how can I explain that., (smile).
For example, I said before, Pallela was salty, but I had all of them.
I think it means ‘delicious’. If  it was not delicious, I couldn’t eat that.
In other words, delicious taste covers salty taste.
I think it is ‘delicious’ experience to me.
I was happy, because I enjoyed eating, and I was more then enough.
I think that after eating, when I feel it was delicious and it made me better, I can say it
is happy. And then I can feel ‘satisfied’ _______  ____ _________________
I think ‘satisfaction’ is including everything, for example, a price, a taste, a portion, 
and something like that.
So, I think I can be said that it is a process that I can have experience about food... 
Look, how can I say that... (thinking for a while)
Um... my satisfaction about local food comes from ‘delicious’.
It is my emotion experience and its good feeling makes make me happy and satisfied. 
Right? (smile).
Q. What do you think are the advantages of tasting local food on holiday?
A. I always try to eat famous local food when I travel. Until now, I have been around 
15 countries... And I think I have eaten local food in those places. Because I think that 
I can eat real local food in the real place...
I mean... you can have local or traditional food anywhere now ...
You know... I can eat Thai food here and India food here and Japanese food, Korean 
food as well...
But I think it is so different when you eat here and when you ear there.
I think local food here is localised... that people here w ant...
So, I think that you can real experience about local food when you are in that original 
place.
And, I think that one of the travel reasons is to have cultural experience...
I mean enjoyment or experience about local culture... and what is different between 
my country and there.
And I think local food is also one o f the local cultures.
So eating local food is an experience about the special local culture.
Q. Please add any other thought you have the importance of local food when you go 
on holiday?
A. Um... I think I have already told you everything (smile).
A h... I forget something...
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It is an importance to m e... (smile).
Before eat food, I always take a picture of food.
It is same thing with you take a picture of famous places when you travelling.
Anyway, I post those pictures o f local food on my website... my homepage...
So I show my experience to my friends, and I explain about that food, and I boast that 
(smile).
But I also give information about local food to my friends.
Respondent 04
Date: 13/04/08 
Gender: Female 
Marital status: Married 
Age: 45 to 55
Education: Postgraduate degree
Occupation: Career consultant __________________ _ _____________ ____
Nationality: UK
Q. Where did you go for your recent holiday?
A. Holiday we’ve been in Cornell... we’ve been long holiday... in Shrewsbury
Q. With whom did you go on holiday?
A. I was with my husband.
Q. What kinds of local food did you eat on your recent holiday?
A. Well... we ate pork with a local sauce in an organic farm... and we ate... 
sausage... and local vegetable from farm shops.
Q. If  so... could you tell those as local food? I mean they can be a representative or 
symbol food of that area.
A. It very local... but. . . i t  is not particularly... just local food...
Local food... and local ingredients...
Q. In which places did you eat local food?
A. We ate in an open market... and we ate sausages in an open market happen to be 
selling organic food... we tried something else... what it w as...
Oh~! We had also chesses... local cheese... Shrewsbury cheese... you can buy only 
there...
Q. Why did you choose to eat this local food on your holiday?
A. U m ... we like food... and it was an organic farm in local market...
So... we wanted to try different things in that local...
Q. What was pleasurable about tasting local food on holiday?
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A. W ell... I think organic food is nice... taste is nice... and it is more original taste I 
think...
Um ... and you know it’s like something that you cannot get home... and even if  you 
can get some this organic in home... it is going to taste different... local food from 
Shrewsbury can be different with what you can get it in Guildford.
And also... you can get it bring back home if you like it
For example, organic pork... lunch time on Sunday and Monday... I went the shop 
and we bought pork joint bring back... but we can’t get here, because
Q. What words best describe your feelings when you tasted local food that you 
enjoyed on your holiday? (More than one word)
A. I think its feel is... good about doing... using local ingredients...
Because... you know that... it’s not produce from lots of miles... and it’s not going to 
travel to other countries... and it’s going go be broken and something else... and all 
kinds o f environment... keep this in a ir... and... time 
And also... it seems to be fresher... because it doesn’t has to go where...
I mean I just feel like... if  we can eat local food there... that’s good thing to try to 
do...
Q. Please add any other thought you have the importance of local food when you go 
on holiday?
A. I think it is quite important... because... we like food... and we are interested in 
local food.
I can’t image going anywhere we are not want to try local food...
If  we could find any places in UK and we might go there... and usually we might want 
to try local food... because local food is there...
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APPENDIX 4: PILOT QUESTIONNAIRE
Dear Sir and Madam
Thank you for participating in this survey.
As part o f my PhD  research, this survey tries to examine how people choose 
local food at a tourist destination. In particular, it relates to choosing local 
food and beverages in your current holiday destination.
The research will contribute to my PhD  thesis in the School o f Management 
at the University o f Surrey, UK.  '-----
All data or information that you provide wiU be treated as strictly 
confidential and will be used only for academic purposes.
Thank you for devoting your time to completing this survey.
Yeong Gug Kim 
School o f Management 
University o f Surrey 
United Kingdom
Tel. (44) 1483 686350 /  Fax (44) 1483 686301
E-mail: y.kim@surrey.ac.uk /  www.surrey.ac.uk
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PART A: YOUR GENERAL FO O D  PR EFER E N C E
Direction: This section is abou t w hether o r n o t you enjoy trying new  foods. Please 
rate the following item s from  1) being strongly disagree to  7) strongly agree.
N o  Statem ents 1 2 3 4 5 6 7
1 I am constantly sampUng new and different foods
2 I f  I don’t know what a food is, I w on’t tr}^  it
3 I like foods from different cultures
4 A t dinner parties, I will try new foods
5 I am afraid to eat things I have never had before
6  I like to tr)  ^new ethnic restaurants
PART B: YOUR GENERAL FO O D  INVOLV EM EN T
Direction: This section is abou t w hether o r n o t your destination choice involves in  
local food. Please rate the following item s from  1) being strongly disagree to  7) 
strongly agree.
N o  Statements 1 2 3 4 5 6 7
1 I don’t think much about food each day
2
3
4
5
6  I do m ost or all o f my own food shopping
Talking about what I ate or am going to eat is 
something I like to do
Compared with other daily decisions, my food 
choices are no t very im portant 
W hen I travel, one o f the things I anticipate m ost 
is eating the food there
W hen I eat out, I don’t think or talk m uch about 
how the food tastes
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PART C: D ESTIN A TIO N  C H O IC E AND LOCAL FO OD
Direction: This section is abou t w hether o r n o t your destination choice involves in 
local food. Please rate the following item s from  1) being strongly disagree to 7) 
strongly agree
1 N either ,
Statem ents rongy disagree nor
disagree °  agree______________________________________________________   agree______
I choose holiday destinations where I can 1 2 3 4 5 6  7
experience local food and beverages 
Being able to taste local food and beverages
is im portant in my choice o f a holiday 1 2 3 4 5 6  7
destination
PART D: M OTIVATIONS REGARDING LOCAL FO O D  C H O IC E
* T h e  definition o f  food  here is all local food  and  beverages o r traditional food  and 
beverages typical o f  the destination.
Direction: This section is abou t why you choose local food  at a tourist destination. 
Please rate the following item s from  1) being strongly disagree to  7) strongly agree.
N o Statements Strongly disagree Strongly
disagree ® agree_____________________________________________________________ _______nor agree_______
 ^ When tasting local food I have an expectation that j 2 3 4 5 6
is exciting
2  Experience of local food in its original place makes
me excited 1 2 3 4 5 6
3 Tasting local food is thrilling to me 1 2 3 4 5 6
4 Tasting local food makes me feel exhilarated 1 2 3 4 5 6
5 Tasting local food on holiday helps me to relax 1 2 3 4 5 6
 ^ Tasting local food on holiday takes me away from 1 2  3 4 5 6
the crowds and noise
y Tasting local food on holiday makes me not worry 1 2 3 4 5 6
about routine
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g Local food contains a lot o f fresh ingredients
produced in a local area
9 Tasting local food keeps me healthy
2 3 4 5 6
2 3 4 5 6
10 Local food is nutritious 2 3 4 5 6
11
12
13
14
15
16
17
18
19
20 
21
Experiencing local food gives me an opportunity to 
increase my knowledge about different cultures
Experiencing local food helps me see how other 
people live
Experiencing local food makes me see the things 
that I don’t normally see
Experiencing local food enables me to learn what 
this local food tastes like
Experiencing local food allows me discover 
something new
Tasting local food in an original place is an authentic 
experience
Tasting local food served by local people in its 
original place offers a unique opportunity to 
understand local cultures
Tasting local food in its traditional setting is a 
special experience
It is important to me to taste local food in its original 
regions (countries)
Tasting local food enables me to meet new people 
with similar interests
Tasting local food enables me to have an enjoyable 
time with friends and/or family
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
2 3 4 5 6
22 Having local food increases friendship or kinship 2 3 4 5 6
23 I like to talk to everybody about my local food experiences
2 3 4 5 6
24 I Mke to take pictures o f local food to show friends 2 3 4 5 6
25 Experiencing local food enriches me intellectually 2 3 4 5 6
26 I want to give advice about local food experiences to people who want to travel
2 3 4 5 6
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27
28
29
It is important to me that the local food I eat on 
holiday smells nice
It is important to me that the local food I eat on 
holiday looks nice
It is important to me that the local food I eat on 
holiday has a pleasant texture
30 It is important to me that the local food I eat on holiday tastes good
The taste o f local food in its original countries is
31 different to the taste o f same food in own my 
country
32 I want to eat local food in a clean place
33 I want to eat local food in a historical place
34 I think that a busy local restaurant provides nice food
Hygiene and cleanliness is important to me when I 
eat local food
36
37
It is important to me that local food I eat on holiday 
is familiar to what I normally eat
It is important to me that the local food I eat on 
holiday is different from what I normally eat
2 3 4 5 6 7
2 3 4 5 6 7
2 3 4 5 6 7
2 3 4 5 6
2 3 4 5 6 7
2 3 4 5 6 7
2 3 4 5 6 7
2 3 4 5 6 7
2 3 4 5 6 7
2 3 4 5 6 7
2 3 4 5 6 7
PART E: YOUR FU TU RE IN T E N T IO N
Direction: This section is abou t your fu ture in tentions o f  tasting local fo o d  and 
beverages. Please rate the following item s from  1) being extremely unhkely to  7) 
extremely likely.
S ta tem en ts
Extremely Extremelylikely nor , /unhkely
I would eat local food again in this destination 1 2 3 4 5 6  7
I would recom m end this food to my friends 1 2 3 4 5 6  7
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Q l. Gender Male Female
Q2. Age group 
Under 24 25 to 34 35 to 44 45 to 55 55 and over
Q3. Highest level o f  education 
GCSE/O-Levels 
Undergraduate degree 
N o  quaUfications
GNV Q/A-Level/N VQ  
Postgraduate degree 
O thers *please specij[)r.__
Q4. Gross annual family income: Pounds)
Q4. Nationality:
* * *  T h a n k  y o u  f o r  y o u r  h e l p  * * *
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APPENDIX 5: MAIN QUESTIONNAIRE
Dear Sir and Madam
Thank you for participating in this survey.
As part o f  my PhD  research, this survey tries to examine how people choose 
local food at a tourist destination. In particular, it relates to choosing local food 
and beverages in your current holiday destination.
The research wiU contribute to my PhD  thesis in the School o f M anagement at 
the University o f Surrey, UK.
AH data or information that you provide will be treated as strictly confidential 
and will be used only for academic purposes.
I f  you are travelling with children during your holiday or are from outside o f the 
U.K., please do not complete this survey.
Thank you for devoting your time to completing this survey.
Yeong G ug K im  
PhD  Researcher 
School o f  M anagement 
University o f  Surrey 
United K ingdom  
Tel. (44) 1483 686350 
E-mail: y.kim@surrey.ac.uk 
WWW.surrey.ac.uk
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PART A: TOTTRTST DESTINATION
Q l. Direction: This section is about how  you chose this holiday destinations. Please rate 
the following items from  1) strongly disagree to 7) strongly agree.
I chose this holiday destination for: Strongly
Neither disagree Strongly
1. Historical sites 1 2 3 4 5 6 7
2. Cultural attractions 1 2 3 4 5 6 7
3. Local food experiences 1 2 3 4 5 6 7
4. Relaxation 1 2 3 4 5 6 7
5. Landscape 1 2 3 4 5 6 7
6. Shopping 1 2 3 4 5 6 7
Q2. For how  long have you been staying in Korea? (_
Q3. T our type
1. G roup tour
(If so, how  many people are on your group tour?
2. Independent travel
(If so, with w hom  do you travel?______________
days)
PART B: GENERAL FO O D  PR E FE R E N C E  & IN V O LV EM EN T
Q l. Direction: This section is about whether or no t you enjoy trying new  foods. Please 
rate the following items from  1) strongly disagree to 7) strongly agree.
No Statements Stronglydisagree
Neither 
disagree 
nor agree
Strongly
agree
1 I am constantly sampling new and different foods
2 If  I don’t know what a food is, I won’t try it
3 I like foods from different cultures
4 At dinner parties, I will try new foods
5 I am afraid to eat things I have never had before
6 I like to try new ethnic restaurants
Y.G. KIM
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Q2. Direction: This section is abou t your level o f  in terest 
following item s from  1) strongly disagree to  7) strongly agree.
in food. Please rate the
No Statements
Strongly
disagree
Neither 
disagree 
nor agree
Strongly
agree
1 I don’t think much about food each day 1 2 3 4 5 6 7
2
Talking about what I ate or am going to eat is something I 
like to do
1 2 3 4 5 6 7
3
Compared with other daily decisions, my food choices are 
not very important
1 2 3 4 5 6 7
4
VCdien I travel, one of the things I anticipate most is eating 
the food there
1 2 3 4 5 6 7
5
When I eat out, I don’t think or talk much about how the 
food tastes
1 2 3 4 5 6 7
6 I do most or aU of my own food shopping 1 2 3 4 5 6 7
PART C: LOCAL FO OD EX PER IEN C E
* The definition o f local food here is all local food and beverages or traditional food and 
beverages typical o f  the destination.
Q l. Direction: This section is about your local food experiences. Please tick (V) the 
following local foods that you have eaten (tick all that apply).
(The case o f  South Korea)
1. Bulgogi 
grilled marinated beef) □
4. Japchae (glass noodles with 
beef & vegetables) □
2. Bibimbap 
(mixed vegetables on rice) □
5. Kimchi (fermented chili 
pepper cabbage) □
3. Samgyetang 
(chicken soup with ginseng) □
6. Pajeon (seafood & green 
onion pancake) fl
7. O thers □ (please specify)
Y.G. KIM
349
Appendix
In  the case o f  Spain. Pictures o f Paella. Tortilla D e Patatas. Chorizo. Bacalao fritters. 
Gazpacho. and Tapas were inserted.
In  the case o f  the U.K.. Pictures o f  Yorkshire curd tarts. D ressed crab. Cornish pasty. 
Cream tea. EngUsh breakfast. Roast beef, and Fish and chips were inserted.
{{PLEASE SEE FIG U R E 6.4; FIG U R E 6.5; and FIG U R E 6.6}}
Q2. W hy d id /d id n ’t you choose to eat this local food?_____________________________
PART D: M OTIVATIONS T O  EAT LOCAL FO OD
Q l. Direction: This section is about why you choose local food at a tourist destination. 
Please rate the following items from  1) strongly disagree to 7) strongly agree.
No Statem ents Stronglydisagree
Neither 
disagree 
nor agree
Strongly
agree
W hen tasting local food I have an expectation that it is exciting 1
Experience o f local food in its original place makes me excited 1
Tasting local food makes me feel exhilarated
Tasting local food on holiday helps me to relax
Tasting local food on holiday takes me away from the crowds 
and noise
Tasting local food on holiday makes me not worry about 
routine
Local food contains a lot o f fresh ingredients produced in a 
local area
Tasting local food keeps me healthy 
Local food is nutritious
Experiencing local food gives me an opportunity to increase 
my knowledge about different cultures
11 Experiencing local food helps me see how other people live
6
7
8 
9
TO
^2 Experiencing local food makes me see the things that I don’t 
normally see
1 2  3
1 2  3
1 2 3
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13 Experiencing local food enables me to learn what this local food tastes like
2 3 4 5 6 7
14 Experiencing local food allows me discover something new 1 2 3 4 5 6 7
15 Tasting local food in an original place is an authentic experience
2 3 4 5 6 7
16 Tasting local food served by local people in its original place . offers a unique opportunity to understand local cultures
2 3 4 5 6 7
17 Tasting local food in its traditional setting is a special . experience
2 3 4 5 6 7
18 It is important to me to taste local food in its original regions . (countries) 2 3 4 5
6 7
19 Tasting local food enables me to have an enjoyable time with friends and /o r family
2 3 4 5 6 7
20 Having local food increases friendship or kinship 1 2 3 4 5 6 7
21 I like to talk to everybody about my local food experiences 1 2 3 4 5 6 7
22 I like to take pictures of local food to show friends 's|[^ 1 2 3 4 5 6 7
23 Experiencing local food enriches me intellectually ' ' J  1 2 3 4 5 6 7
24
I want to give advice about local food experiences to people , 
who want to travel
2 3 4 5 6 7
25
It is important to me that the local food I eat on holiday smells . 
nice
2 3 4 5 6 7
26 It is important to me that the local food I eat on holiday looks . nice
2 3 4 5 6 7
27 It is important to me that the local food I eat on holiday tastes . good
2 3 4 5 6 7
28 The taste of local food in its original countries is different to . the taste o f same food in own my countrj-
2 3 4 5 6 7
29 I want to eat local food in a historical place 4 ^  1 2 3 4 5 6 7
30 I think that a busy local restaurant provides nice food 'fs. 1 2 3 4 5 6 7
31 It is important to me that the local food I eat on holiday is . different from what I normally eat ^
2 3 4 5 6 7
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PART E: YOUR FU TU RE IN T E N T IO N
Q l. Direction: This section is about your future intentions o f  tasting local food and 
beverages. Please rate the following items from  1) extremely unlikely to 7) extremely likely.
No Statements Extremelyunlikely
Neither 
likely nor 
unlikely
Extremely
likely
1 I would eat local food again in this destination 1 2 3 4 5 6 7
2 I would recom m end this food to my friends 1 2 3 4 5 6 7
PART F: LOCAL FO OD AND TRAVEL
Q l. H ow  important has tasting local food been to your overall experience?
N ot im portant 
at all Very im portant
Q. Please tell m e w hy you think so?
PART G: PERSONAL IN FO RM A TIO N
Q l. Gender
Male Female
Q2. A ge group
Under 24 25 to 34 35 to 44 45 to 55 55 and over
Q3. H igh est level o f  education
GCSE/O-Levels G N V Q/A -Level/N V Q
Undergraduate degree Postgraduate degree
Others
Q4. Gross annual family incom e
Less than £  10,000 £  10,000 to £24,999 £  25,000 to £  39,999
£  40,000 to £  54,999 Over £  55,000
*** Thank you for your help ***
Y.G. KIM
